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6030 IN STOCK 
Patent leather one strap 
with ornament on vamp 


8'/, to 12 ABCD 
12% to 3 ABCD 


Join the swing to Kalisteniks! Quality 
craftsmanship in every pair means more sales for you. 


Kalisteniks are a Capital asset in any store. 


THE GILBERT SHOE CO., © THIENSVILLE, 
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442 IN STOCK 
Black two eyelet 
plug oxford 


8'/, to 12 BCDE 
12'4 to 3 BCDE 


ALSO IN STOCK IN BROWN # 406 


8'/, to 12 BCDE 
12'4, to 3 BCDE 
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Div: Consolidated National Shoe Corp., 288 A Street, Boston, Mass. 
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and also in White, 


TAN-ART SUEDE 


G. LEVOR & CO., INC. 
TANNERS SINCE 1876 
GLOVERSVILLE, N. Y. 


TO THE CONSUMER --- 


LEVOR’S signature certainly would dominate 
on white shoes. Manufacturers and retailers 
would want their respective customers to know 
they were getting the world’s most honored 
white leathers. 

Those manufacturers and retailers who identify 
this outstanding white tannage in their adver- 
tising and selling are way ahead of the game 
because every favorable selling point that is 


emphasized adds to buying satisfaction. 


It is superior tannage that results in 
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cont pays to advertise...and 
the best medium is Boot and Shoe 


~—— Recorder’ 


says DAVID S. HIRSCHLER, President, Hofheimer’s, Inc. 








DAVID S. HIRSCHLER 


President, Hofheimer’s, Inc. 
Treasurer, National Shoe 
Retailers Association 


A WELL READ MAGAZINE IS 
PRODUCTIVE OF ADVERTISING 

RESULTS. MR. HIRSCHLER’S LETTER 
IS INDICATIVE OF THE HIGH u 
READERSHIP BOOT and SHOE RECORDER 
ENJOYS. i 
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NOW! GOODFYEAR BRINGS YOU 





Another great 
SUCS-DUUMNG SOLE... 


NEV \ 


ELASTO- CREPE! 


Casual and semi-dress shoes for men and boys can now be made 
more attractive, more durable, more salable—thanks to a great 
new sole developed by Goodyear research! 


Manufacturers will find in the new Goodyear ELASTO-CREPE Sole 
every quality they require to give their brands the appearance and 
wearability needed to build and expand sales. In addition to being 
light, springy and attractively translucent, the ELASTO-CREPE Sole 
is exceptionally durable. 


Put this wonderful new soling material on your new shoe lines and 
you'll have a tremendous sales-building combination—the newest in 


shoe styles with the newest in soles! 


It will pay you well to get all the facts about how you can give 
your most salable new shoes even greater salability. Write to: 
Goodyear, Shoe Products Division, Akron 16, Ohio. 


ELASTO-CREPE SOLES 
woe ony ey GOODFYEAR 


Watch “The Goodyear Playhouse" on TV, Sundays, 9-10 P.M., EST, NBC Network 


TIRE @ #UBBER COMPANY. AKRON “10 
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THE NEW 


ELASTO-CREPE SOLES 


for men’s and big boys’ C 
Wa 
CASUAL SHOES 
® Lightweight ® Springy b 
© Amber colored / fh. 
© Sizes: 3 through 14 yy, 


/-/ 
e “Chevron” pattern design ry J 
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NATIONALLY 
ADVERTISED 


IN-STOCK CASUALS 
VOLUME-STYLED 


VOLUME-PRICED 


Available direct-from-factory! 


A concentrated, complete line of casuals, designed especially 

to help you reach the increasing market of more and 

more men and boys who are calling for more and more 

casual shoes—as they switch more and more to casual 

clothes! Moc-abouts make the most of this big market for 

you by concentrating on casuals , . . bringing you the 
biggest selection and the biggest values in the business . . 

by bringing them to you in-stock . . . direct from 

factory ... by bringing them to you at the price where you 

can sell the most! Over 2000 retailers have already 

discovered the profit potential of Moc-abouts. Why don’t 

you look into it—today! Write for latest catalog 

and the complete story! 


5.95-7.95 


NOT available through 
jobbers or distributors. 


MOC-ABOUTS Sidi and distributed exclusively by NASHUA FOOTWEAR CORP. Lawrence, Mass. 
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There’s a whole new dimension in shoe beauty 
and a great new measurement for volume 
both incorporated in ENNA JETTICKS Spring line, 
one of the best-balanced lines ever offered! 

It has every type of style for volume selling 
all the right lasts to fit every foot just the 
right softness to please every customer 
Seven important new lasts have been added to 
our great ones, incorporating light, feminine 


styling with the smoothest, foot-hugging fit 
Two new heel heights round out the line 

giving you every wanted height 

for fashion and comfort needs 

Softness in styling has been perfectly blended 
with softness on the foot, through the use of soft, 
supple leathers in the newest grains and textures, 
flexible soles, soft box toes and wider use of our 
famous soft cushion insoles 

And ENNA JETTICKS wide range of sizes and widths 
opens up new volume even from hard-to-fit customers 
Your ENNA JETTICK salesman will be in to see 
you soon, Don't measure your Spring volume 


until you see this great new line! 


Know sJettioks 


The Shoes You Love To Live In 


$Q9% ; 510)” 


® Some Styles $11.95 
DUNN AND McCARTHY, INC., Auburn, N.Y. 
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318) HERBST Shoe Manufacturing Co., Wisc. 
AD Se New York Office — 557 Marbridge Bidg., New York 17, N. Y. 


Boot and Shoe Recorder 





JUMP/NG-JACKS 









These Shoes 
22 Make NEWS! 






Jets and supersonic inventions have con- 










tracted and shrunk world distances. it is true. 


But no one has yet developed a means where- 







New Youth Styles 
in our 







by we could reach across from 56th and 
Chestnut Streets in Philadelphia and shake 


the hands of friends, near and far. across the 


, , . DP An we! : ; 
country during this holiday season. cay | Senior Line. 






We have, however, the next best means. 4 ‘ i 
= The one...a “step in 






on a new last 






We can use this column of the Boot and Shoe 
that really hugs the heel! 


The other 


Recorder to send greetings and best wishes 









to one and all. 













a raglan nose 
This is a time, too, for deep reflection | 3-eyelet oxford 


and resolve and we take this opportunity to with a custom look and 


: 


assure all of our friends that we, on the as English as Bond Street! 








Boot and Shoe Recorder, will strive our ut- Both are 


most to do the best job we can in the year slipper light 
ahead for the good of the entire industry =—_—= and flexible 


in all of its branches. as a salesman's 


| | 

lL - 

| 

| | 
. expense account! 
From all of us on the Recorder—to all of 
you across the land and water—a Very Merry j 

JUMPING“ JACKS’ 


America’s Finest Fitting Shoes 


> p For Children 


Publisher onett, Mo /' 


Christmas and a Happy Year Ahead. 
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"“QUILON” adds water and scuff resistance 
to leather... gives shoes new practicality 


‘Today. the trend is toshoes made of leathers effects of water, perspiration, scuffing... 
processed with Du Pont “Quilon” chrome — even acids. Yet the leather breathes! 
complex. More and more manufacturers W hat’s more, “Quilon” helps shoes keep 
are recognizing the fact that “Quilon” their original rich looks longer. Give the 
gives shoes values that consumers have — shoes you sell the new sales appeal... 
always wanted... new practicality! — the new protection of “Quilon”. Specify 
“(Juilon” helps shoes resist the harmful leathers processed with DuPont Quilon”. 
” | » ww STS Ha et if Tepe. ® 
Aelia) } : % A La % 
nN - — vj pa P _ - , L 
Oe REG. U. 5. PAT. OFF 
Makes good leather perform better BETTER THINGS FOR BETTER LIVING 


.»» THROUGH CHEMISTRY 


@ Du Pont supplies “Quilon” only to tanners, does not make leather or shoes 









Shoes by 


ORTHO-VENT SHOE CO. 


Saliem, Virginia 


Correctly styled with one-piece 





quarter patterns to increase water 


LACLLESS SHU LOK 


resistance and durability 
NLOPRENE-CUSHION CREPE SOLE * 





ILATED SPORT,STYLES 
IPRENE-CUSHION CREPE SOLES 
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NEW RIPPLE SOLI FULLY INSULATED—NEOPRENE-CUSHION CREPE SOLES 





E. 1. DUPONT DE NEMOURS & CO. (INC.), GRASSELLI CHEMICALS DEPARTMENT, WILMINGTON 98, DELAWARE 
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1956 ADVERTISING 


' the greatest yet! 
V 

= # ay [ | y NATIONAL MAGAZINES ... to give your store the prestige of 
\\e nationally advertised Cowboy Boots 
Wes LIFE MAGAZINE Full page in full color 


| 
l SATURDAY EVENING POST Full page in full color 
| 
| 
| 


PARENTS’ MAGAZINE Parents’ Seal awarded to 
Acme Cowboy Boots 


TODAY'S HEALTH Published by the American 
Medical Association 


V 
610 NEWSPAPERS 


A coast-to-coast advertising campaign to bring a 
sales wallop in your own home town... right in your 
own store! 

Here's a tremendous national advertising campaign, with 
all the intensive circulation coverage of local newspapers. 


ule. But, you'll find it profitable to tie-in with ads of your 
own. 


| 
| 
| Acme pays for this national newspaper advertising sched- 
| 
| 
| 


V 
DEALER ADVERTISING 


Identify your store with the world's most popular cowboy 
boots! Use these FREE market-tested advertising helps: 


* TELEVISION OPAQUES * RADIO ANNOUNCEMENTS 


* NEWSPAPER MATS * WINDOW DISPLAYS 
ACME BOOT COMPANY 


Clarksville, Tennessee 


Wellingtons Engineer Boots 
A 


<= 
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WORLD'S LARGEST BOOTMAKERS 
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Aurnot GH we are at the peak of holiday selling and 
even though °56 figures are still incomplete, the season 
for business forecasts and predictions has arrived. In 
1957 
despite the current predictions of a bright, wonderful 


a few weeks will have become a reality and 
year ahead, the merchant must do some sober thinking, 
implement some plans for the immediate future and 
project others for a full year ahead, 

On one point he can be certain: 1957 will see a 
sharpening of competition in practically every form of 
business. Shoe business at both the manufacturing and 
retailing levels will be no exception. 


Without 


growing population, the record demand for consumer 


underestimating the importance of our 
goods and the probability of increasing disposable in- 


come next year, the merchant must recognize that 
greater pressure for the consumer’s attention and dollars 
by other industries is inevitable. Evidence of this is 
already at hand in the successful manner in which the 
automobile companies launched their 1957 lines. They 
have recaptured the consumer’s imagination for their 
new product with advertising of unprecedented force 
and scope. 

Competition within the structure of shoe retailing 
itself certainly shows no indication of slackening. Next 
year there will be a few added starters in the form of 
expanded low overhead, low mark-up, low price out- 
lets, the drive-ins, shoe supermarkets and finally in the 
emergence of the discount house as a reality in shoe 


selling. 


Re-emphasizing the Merchant's Role 

But for the merchant who will face up realistically to 
the problems it will bring, 1957 may well be another 
record year. And it may go down in retailing history 
as the year of the return to full importance of the 
merchant’s role in buying and selling. A hint of this 
possibility was given in an enlightening talk made 
recently by W. Maxey Jarman, Chairman of the Board 
of General Shoe Corporation at the Popular Price Shoe 
Show of America in New York. Mr. Jarman empha- 
sized, as it has not been emphasized in many years, the 
importance of the true merchant approach to the prob- 
lems of getting better prices, mark-up, and consumer 
appreciation for shoes. He quoted a definition of the 
word, “merchant,” which was given to him by Ben 
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The “Merchant” Approac 









‘ditorial 











President of City Stores. “A merchant is a 


person who sees a product in terms of what a custome 


Gordon, 


will pay for it rather than measuring the value of that 
product by what it costs.” 

Mr. Jarman added, “I don’t intend to underestimate 
value. But | do say 


the importance of value intrinsk 


this. The consumer—and all of us are consumers—is 


interested in a lot more than intrinsic value, The con 
sumer is interested in the combination of looks, feel 
things when it comes to 


service and a lot of other 


making the decision as to which product to buy.” 


Better Service Essential to Grading Up 
Mr. Jarman continued on the subject of grading up 
“There is extra profit and extra business in higher 
priced items when there are ideas and service to go 
along with them... That leads me to the next point 
that | want to make if we are going to act more like 
merchants. Talk to any group of consumers today about 
their shoes and their complaints wont be high prices 
wont be on shoes wearing out. No, their complaints 
will be on not being able to get the sizes they wanted, 
not being able to find the pattern or color or being 

indifferently treated by the salesmen at the store 
“Probably the effective 


improve our service to our customers is to buy fewer 


most thing we can do to 
patterns and buy more depth, Select any store, check 
its stock on the four or five best selling numbers. | can 
almost guarantee there will not be in stock one pair 
on each of the four best selling sizes in those leading 
store “ 


And 


4 


shoes. Customers just can’t understand why 


don’t have middle sizes in the best selling shoes. 
let's ask 

Mr. Jarman continued: “Remember the consumer is 
that the 


ourselves—is there any real good reason 


more interested in the kind of service store 
gives than in the particular item. The item we use in 
illustrate the kind of 


fashion service the store stands for. The advertising 


our advertising should be to 
should advertise the store or the line. The same thing 
should apply to our window displays. They should help 
build a reputation for good service that will over a 
period of time build more business and more profits.” 

Now this philosophy of the importance of the mer- 
chant and the necessity for service seems to contravene 


the trend toward mass merchandising which is invading 


[TURN TO PAGE 64, PLEAS! 









now 
softer top lines 
with 


NEW 


A RUB 
-) ADHESIVES 


for 
counters 


Contain natural latex for 
more pliable top lines, better adhesion, 
more mileage for you 


more comfort for the wearer. 


After extensive research and shoe factory trials, 
the new 1800 line of GM HUB Adhesives by 

B. B. Chemical Co. has been added to meet shoe 
factory requirements for high quality, 
competitively priced counter adhesives. 


Made in three types... Natural, Synthetic, and 
Starch Latices in several numbers to provide 
a counter adhesive for every price range 

drying times to fit any factory production schedule, 


Make a note NOW to try the new G/* HUB 
Adhesives soon —- see for yourself how these materials 
perform in your factory — how easily you can 

now get the softer top lines your customers want, 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Our Greatest Asset 


THE YANKEE SHOEMAKERS, Division of Sam Smith Shoe Corp, NEWMARKET, NEW HAMPSHIRE 





LAWRENCE 


DEVON CALF 


Fashion's new three-plane heel puts a new emphasis on the leather . anew necessity 


for leather that looks its part in the modern sculptured classic pump. 


Here Lawrence's Devon calfskin shows its sterling qualities at a glance. It’s as feminine 


as baby skin to the touch. It is a delightful example of Lawrence's tanning skill with calfskin. 


“Is it Lawrence?" A. C. Lawrence Leather Company, Peabody, Mass. 


rOnCce?e_ 


CALFSKIN 


Gives swHoes TRMAT WONDER FU L 


Ask your supplier 
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New Sponsors Back 1957 Shoe Campaign 


Funds to Finance New Plan Pledged by National Shoe Fair 
Committee and Popular Price Shoe Show Industry Group 


New York—Financing and authori 
zation to initiate an industry-wide 
program for shoes in 1957 have been 
voted by trustees of the National Shoe 
Institute, it was announced by Jack 
M. Schiff, newly elected chairman of 
the Institute. “This has been made 
possible by pledges of $60,000 to the 
Institute by the National Shoe Fair 
Committee and the Joint Industry 
Committee of the Popular Price Shoe 
Show of America,” Mr. Schiff said 
“Further subscriptions will be solicited 
from other in the industry. 
It is expected that the funds available 
for the first year will total at 
$75,000. 

“At the Institute meeting,” 
Schiff continued, “reports were 
received from the executives the 
shoe trade associations, who have been 
making a study of the subject, that a 
good beginning on shoe promotion can 
be made with this fund. The Institute 
expects, of course, that results can be 


sources 


least 


Mr. 


of 


achieved which will encourage an 
expansion of the program. 
“This projected program,” Mr. 


Schiff said, “presents a new approach 
to shoe promotion and has no relation 
to the plan previously presented to the 
industry. Consequently, the funds col 
lected from members of the industry 
for the former plan are being returned 


to contributors in accordance with the 


original commitment by the Institute 
Any of the original contributors who 
wish to leave their contributions with 
the Institute are welcome to do so.” 
Mr. Schiff indicated that of 
the 1957 promotional program will be 
announced within the next few weeks. 
Mr. Schiff, who succeeds W. Maxey 
Jarman, chairman, General Shoe 
Corporation, as head of the Institute, 
is vice-president of Sho 
Corporation of America, Columbus, 
Ohio. He is president of the Nationa 
Association of Shoe Chain Stores 
co-chairman of the Popular Price Shoe 


details 


executive 


ana 


Show of America. 

Elected vice-chairman of the Insti 
tute was Paul O. MacBride, president, 
Milford Shoe Company, Milford, 
Massachusett 





Union Withdraws Offer and 
Plans Own Program 


The Boot and Shoe Work 
ers’ Union, AFL-CIO, has withdrawn 
its standing offer to contribute 
$100,000 annually to any large-scale, 
industry-sponsored program designed 
to promote footwear to the consuming 
public. 


BOSTON 


long 


the National Shoe 
Institute, John J. Mara, union presi- 
stated that the withdrawal was 
due to the failure of the Institute to 
show any active interest in accepting 
the no-strings-attached offer, and that 
“continued waiting could serve 
constructive purpose.” 

The BSWU declared that it will now 


In a letter to 


dent, 


no 


use its own fund for a promotional 
program to function under its own 
auspices. Mara said that the BSWU 
promotional program would consist 


primarily of public education services 

to inform the public about 
shoe values, and the shoe industry. 
“We said Mara, “that 
industry cannot expect public unde: 
standing and appreciation of it 
products and services until it informs 
the public about these things. The 
public wants to know. Modern industry 


shoes, 


believe,” an 


15, 1956 


December 





has an obligation to tell the public 
About itself and its product This 1 
the essence of sound public relations 
It is sound because it is a constructive 
service for both the public and the 


industry with benefits accruing to both. 
The public education 
program of our will function 
with this concept uppermost in mind.” 


ervice promot ion 
union 


U. S. Army in Market for 
250,000 Pairs of Oxfords 


PHILADELPHIA The Philadelphia 
Quartermaster Depot has advertised 
for bids on approximately 250,00( 
pairs of men’s black leather dr 
oxfords with plain toes. Bids on 212, 
244 pairs will be opened at the Depot 
on December 19. 

An additional quantity of 36,920 
pairs is being reserved for small busi 
ness under a partial Small Busine 
Set-Aside. Negotiation for award of 
the set-aside portion of this procure 
ment will be conducted only wit 
responsible mall firm who ibn 
responsive bids on the unrestricted 
portion at a unit price within 120 pe 
cent of the highest award made 

This procurement is for the U. S. 


Army 











George Hess Made Chairman 
Of Shoe Fair Committee 


New York—George B. Hess, vice 
president, He Shoe Baltimore, 
Maryland, has been elected chairman 
of the National Shoe Fair Committee 
for 1057 





GEORGE 8B. HESS 


The committee, composed of twenty 
leading representatives of the National] 
Shoe Manufacturer Association and 
the National Shoe Retaile: Associa 
tion, upervise the National Shoe 
Fair held in Chicago during Octobe 
of each year. The Fair is Chicago’ 
econd largest trade how and the 
largest “room show” in the world 
Manufacturers producing over 90 per 
cent of the shoes made in the United 
States, a vell as dozens of manu 
facture: from foreign countries, ex 
hibit their ware in thi national 

howcase of hoe ‘ 

Mr. Hess has been prominent in shoe 
industry activities for many year He 
has been past president of the Nationa 


Shoe Retailers Association, past presi 


dent of the National Shoe Institute 
and a member of the Shoe Fair Com 
mittee for many year 

Mr. He is also very active in civi 
affair in sSaltimore. He j immediate 
past chairman of the Baltimore Com 
mission on Governmental  Efficienc 
and Economy; member of the board 
of the Baltimore Museum of Art and 
of the Peale Museum; member of the 
board of the Baltimore Council of the 
Boy Scouts, the Red Cro the Good 
vill Industries, the Baltimore Associa 
on of Commerce, and the Harriet 
Lane Home of John Hopkins Ho pita 

He Shoe of which Mr. He 
vice-president, was founded in Balti 
more in 1874, The firm today operate 
five large hoe tore erving met! 


women and children 









Volume Manufacturers Still Feel Buying Slow-Down 


408TON—-New England shoe manu- 
facturers are still waiting for the 
bulk of their spring orders to arrive 
and doing their best to keep their 
cutting rooms busy. The manufactur- 
ing pace is considerably behind Decem 
ber 1955 and if the condition holds 
over the country, it is expected that 
national production for the month will 
run behind the 45 million pairs 
produced in December 1955. 

Despite that there is considerable 
over the and 
improvement in business 
Popular Price Shoe Show 
doors in New York late in 
Steadier orders found 
and 
lines, 


well 


optimism outlook some 
report an 
the 


closed it 


ince 


are 
medium 
women’s 
The slowdown 
heavily among the 
, particularly those mak 
$2-$6 retailers in women’s 
and Production has 
problem the past two 
and manufacturers have had 
to keep busy on fill-ins for winter and 
initial orders for spring. 

Volume trends have been difficult 
tablish. Patent pumps 
promise of their best season on 


November. 
producing 
and 
casuals. 


in factories 
priced men’s 
and 


high 
both dress 
j felt 
end producer 
ing the 
novelties 


most low 


casuals. 
peen a over 


months 
mall 

Lo e give 
record. 
i.ocal department stores have already 
types, particu 
larly in early spring black, and manu 
retail grow, 
spread into the 
Pumps in all 
smooth, as well as 


begun to promote these 
facturer sales 
that the 
lighter 
eather 


expect, as 
demand will 
pring 


uede 


color 


and 


fabrics look like the big items and 
their impact will definitely be reflected 
in lesser call for the open types. The 
other big trend appears toward pointed 
which have now appeared in 
popular priced lines although modified 
in these ranges. Orders are picking up 
every day for these types, both with 
Colors run the 
light although 
resort 


toes 


open and closed backs. 
gamut from dark to 
white is in for a big 
After white come light blues and beige, 
multicolors with these and white, and 
ome light greys. As usual, 
far in the lead. 

The late Easter and current “paced” 


season. 


black is 


buying trend among retailers is held to 
be slowing up orders at the manufac- 
Volume makers are 
for an early increase in cut 
fearing that delays on bulk 
will make it difficult to meet 
dates. Many factories are 
tressing the advisability of 
pring stocking by the 
particularly in volume 
double-barrelled advantage: First, the 
opportunity to pre-test best sellers for 
the season; and second, the possibility 
of extra pairage through second pair 
ales on late spring styles. 
There is than 
emphasis on casuals for men and 
women. Many manufacturers expect 
the new year will find these types at 
their biggest volume yet. Meshes are 
also sharing attention but interest is 
still 


turing level. 
hoping 
tings, 
business 
delivery 
early 
customers, 
lines, as a 


also more the usual! 


cautious here. 





Shoe Executives Are Honored 
By Rotary International 


EVANSTON, ILL.—-William J. Craw- 
ford, president of the Crawford Shoe 
Stores in Peoria, Illinois, and John H. 
Esch, vice-president of the Leverenz 
Shoe Company in Sheboygan, Wiscon 
in, are serving as district governors 
of Rotary International, 
ervice club organization, for the 1956 


world-wide 


oi fiscal year 
the 
their 


\ governors, they coordinate 
of the Rotary Clubs in 
district the 
it each club to offer 
Rotary 
tration 


activitie 


respective During year, 


they will vi advice 


and assistance on ervice 


activities and admini 


Mr. Crawford is a director and 
member of the executive 
the National Shoe Retailers Associa 
tion, vice-president of the 
Downtown Improvement Association, 
the Peoria A 
ociation of He erved 
it president of the Illinois 
of Retail Associations 
chairman of the Peoria Community 
Fund. He is a member and _ past 
president of the Rotary Club of Peoria. 


committe of 
Peoria 
and vice-president of 
Commerce has 
Federation 
and as co 


In Sheboygan, Mr. Esch is a director 
of Independent Shoemen, a director of 
the Association of Commerce, a mem 
ber of the advisory board of the 
Salvation Army Corps and the Kettle 
Morraine Council of the Boy Scouts 


20 


of America, and an elder and past 
president of the Zion Reformed Church. 
A graduate of Carleton College in 
Northfield, Minnesota, he is a membe1 
and past president of the Rotary Club 
of Sheboygan. 





Made Style Department Head 
For International Shoe 


W. HAROLD PARSONS 


Mr. Parsons has been appointed mana- 
ger of the style department, women's 
general division of International Shoe 
Company. Mr. Parsons fills the vacancy 
left by the retirement of Hugh M. Crull. 


Patent Leather Manufacturers 
Organize New Guild 

New York—New textures and new 
colors highlighted the recent launching 
of the Patent Leather Guild of the 
Leather Industries of America. Guild 
Patent Leather will be the official name 
used to mark the fashion newness and 
quality standards of these leathers 
made by the Guild’s three members, 
A. C. Lawrence Leather Company, Al- 
lied Kid Company and Seton Leather 
Company. A tag or seal bearing the 
words Guild Patent Leather will be 
assurance that the merchandise is made 
of genuine patent, quality controlled 
and fashion tested. 

Introduced at a press breakfast, the 
leathers were shown in skins, shoes, 
handbags and other accessories on dis- 
play and modeled by the “Guild Patent 
Leather Kid,” cleverly clad in a bright 
red leotard, with black patent skirt and 
collar. Besides classic glossy black pa- 
tent leather, a series of colors including 
bronze, gunmetal and red and a variety 
of textured surfaces were shown. Tex- 
tured surfaces were described as mat- 
ted, crushed, pebbled, antiqued, printed 
and grained. 

Shoes took first place in the showing 
in a series of closed pumps, many with 
the new very pointed toe, and 
open styles, on all heels and in 
types. Combinations of leathers 
colors were featured: white 
black; 
black; 


some 

all 
and 
pebbled 
grey with 
black with 


patent 
black; 


red, 


with glossy 
beige with 

Acting as commentator, Billie Gould 
of Leather Industries of America, also 
pointed out the attractiveness of ,:atent 
leather for handbags. Here, too, the 
clongated look was emphasized {ut 
accessories, belts, milliner, 
and trimming on 


handbag 
umbrella sheaths 


yloves. 


October Footwear Production 
Shows Six Per Cent Increase 


WASHINGTON, D. C.—October foot- 
production of 51,065,000 pairs 
was 6 per cent above the 48,197,000 
produced in October, 1955, and 15 
cent than the 44,569,000 pairs 
made in September of this year. These 
figures were compiled by the Bureau 
of the Census. 

All types 


women’s 


wear 


per 
more 


of footwear other than 
sandals and playshoes and 
housewear slippers for men, youths and 
boys, shared in the October increase, 
the Bureau reported. Men’s shoe pro- 
duction was up three per cent; youths’ 
and boys’, 8 per cent; women’s dress 
and work shoes, 9 per cent; misses, 19 
per cent; infants’ and 
cent. 


babies’, 4 per 
In the minus column, as noted, were 
women’s sandals and playshoes which 
showed a decrease of 12 per cent; and 
housewear slippers for men, youths and 
boys which decreased 4 per cent. 
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PHILADELPHIA — A number of new 
marks were set in the shoe industry 
for 1956. As the year closes, here are 
the figures as estimated in advance by 
BooT AND SHOE RECORDER: 

Shoe production should set a new 
record of approximately 589 million 
pairs. This is an increase of 12 mil- 
lion pairs, or about two per cent above 
1955. Also, it’s the first peacetime 
year that two consecutive record pro- 
duction years have occurred. Inciden- 
tally, it’s estimated that 1957 will go 
even higher. 

Per capita shoe production reached 
3.52 pairs, a shade above the previous 
record of 3.50 pairs set in 1955. 

Retail shoe sales, in pairs, reached 
an estimated 581 million, as against 
570 million for 1955. Dollar retail shoe 
sales came to an estimated $3,602,000,- 
000, as against $3,468,000,000 for 1955. 

Average factory value per pair 
showed a sharp rise of 5.7 per cent, 
one of the biggest jumps in recent 


years. This was due largely to the 


Recorder Estimates 1956 Production, Sales, Prices 


higher prices that went into effect at 
the start of the year, along with other 
smaller increases that took place later 
in the year. Average factory value per 
pair rose from $3.51 in 1955 to $3.71 
(estimated) in 1956, an increase of 
20 cents. 

Average retail selling price showed 
a corresponding rise of slightly less 
than six percent. In 1955 it was $6.01, 
but in 1956 it rose to an estimated 
$6.35. In most cases, the average six 
per cent rise in wholesale prices was 
reflected in a corresponding six per 
cent rise in retail prices. In addition, 
1 substantial degree of upgrading went 
into effect in 1956, thus tending to fur- 
ther raise the average over-all retail 
selling price per pair. 

One factor that probably showed lit- 
tle or no appreciable rise was profits, 
both at the wholesale and retail level. 
The higher production, sales and prices 
were just about balanced in percentage 
by the rise in costs—both in terms of 
products and operating costs. 





Record Promotion List Is 
Announced by National Shoes 


New YorkK—National Shoes, Inc., re- 
tail shoe chain, has promoted 18 em- 
ployes to store manager and 37 em- 
ployes to assistant manager, it was 
announced here by Fred K. Siegel, vice- 
president. Affecting employes in four 
of the five states where the chain op- 
erates its 131 popular-priced shoe 
stores, the promotion list is the largest 
in company history, he stated. 

“The record number of promotions 
reflects the rapid pace of the expansion 
program we have undertaken,” he said. 
“During the past year, we opened 22 
new stores, thus creating additional op- 
portunities for our sales personnel. In 
keeping with the policy we have con- 
sistently pursued since the inception of 
our company, all the men promoted to 
manager and assistant manager have 
come from our own ranks. This policy 
means not only recognition of perform 
ance and loyalty by our people but also 
assurance to the consuming public that 
our standards of service will be main- 
tained by qualified, well-trained per- 
sonnel.” 

The new managers and the locations 
of their stores are: George Anderson, 
Albany, N. Y.; Anthony Bascetta, Port 
Chester, N. Y.; Irving Becker, Corona, 
L. 1.; Jerry Beckwit, Riverhead, N. Y.; 
tobert Blackburn, Market Street, 
Newark, N. J.; Alfred Comer, DeWitt 

Syracuse), N. Y.; Sol Gold, Jackson 
iicights, N. Y.; Sidney Gordon, Fifth 
Avenue, Brooklyn, N. Y. 

Also Marvin Greenwald, Bay Shore, 
1.. I.; Fred Heinz, Waterbury, Conn.; 
Sidney Janowsky, Springfield Ave., 
Newark, N. J.; Joseph Levay, Man- 
chester, Conn.; Nack Mellnick, North 
Syracuse, N. Y.; Moe Reibscheid, Far 
tockaway, N. Y.; Leonard Sacks, 
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Union, N. J.; Pasquale Sassone, Corn- 
ing, N. Y.; Domenick Seminara, Main 
Street, White Plains, N. Y. and Joseph 
Wixted, Danbury, Conn. 


Travelers Urge Earlier Dates 
For National Shoe Fairs 

The Ohio Shoe Tra- 
record as 


CoLuMBus, O. 
velers Club has gone on 
favoring earlier dates for the National 
Shoe Fair in Chicago. 

Directors, in a formal resolution, 
unanimously authorized the organiza- 
tion’s 135 members to “inform the 
various executive heads of their whole- 
sale firms and the retailers that they 
service” that the club desires a date at 
least two weeks earlier next year and 
thereafter. 

The directors expressed the belief 
that the earlier date for the national 
show ‘‘would be of benefit to manufac- 
turers and retailers alike.” They pro- 
posed that in the future the show be 
held in “the early part of October.” 

“We believe,” 
‘that permitting earlier 
show dates at the state and regional 
levels, will eliminate the late fall ship- 
ping slowdown and permit better ful- 
fillment of make-up orders for Easter 
deliveries.” 


aid a spokesman, 


such action, by 


Melville Reports Sales Gain 
New YorK—Retail sales of Melville 
Shoe Corporation for the four weeks 
ended November 24, 1956 were $8,853,- 
800, compared with $8,167,838 for the 
like period a year earlier, an increase 
of 8.2 per cent. For the period January 
1, 1956 through November 24, sales 
aggregated $98,061,480, against $91,- 
for the comparable 
year ago, an 


322,605 period a 


increase of 7.4 per cent. 


Chicago Travelers’ Show 
Follows Normal Pattern 

CuicaGo—Activity at the December 
Spring Shoe Show of The Shoe Travel 
ers of Chicago followed normal buying 
patterns for this time of year. 

Attendance at the show, held the 
first week in December at the Morrison 
Hotel, was termed satisfactory. Traffic 
was heavy on both Sunday and Tues 
day evenings, but light during the reg 
ular retail business hours. State Street 
stores, outlying neighborhood independ 
ents, and out-of-town buyers attended. 
A cocktail party and dinner was held 
on Sunday evening. 

Retailers used the show to place or 
complete their first buys for spring. 
I'here were some rush fill-ins on novelty 
and high style shoes and on slippers 
for holiday selling. There were 
some re-orders on fur-lined boots. 


also 


Black Patent Top Seller 


From the style standpoint, buying 
followed trends evident previously and 
elsewhere in the country. Black patent 
top seller, although firms 
noted an increasing strength in black 
calf. Beige was second in sales in high 
fashion Blue was second in the 
conservative lines. Red continued to 
how strength and there was some gray 
in nearly every buy. The latter two 
ure expected to gain strength in second 
buy 3 


was some 


hoes. 


Lace and mesh shoes were active 
with the comfort types. Navy was ex 
tremely important in the mid-heel 
range. Broadtail, vinyl, elasticized web 
bing, punched pig, new patent 
treatments were all important. 


and 


The conventional toe remained way 
out in front in orders. The semi 
tapered toe began to show a little 


remained cautious 
extreme tapered or 
paringly, even in the 
Backless shoes and 
active, although 


trength. Retailers 
the 


toe. They bought 


about needle 
high fashion lines. 


Spring-o-lators were 


buying was spotty. It depended on store 
location and previous experience, par 
ticularly with the Spring-o-lator rhe 


21/38 
buy 

Over-all 
conventional than it has 
Orders on pump 
of the 
range of 


lim heel appeared strong in many 
buying was probably more 
been for 
ran about 60 
There 


ome 
time, 
bu ine 


to 65 per cent 


was less colors bought than 
in past Retailers 
themselves as particularly interested in 
fashion lines with good in-stock service 
rhe $10.95 to $12.95 continued to show 
trength as the volume fashion leader. 

Exhibitors of children’s lines report 
ed satisfactory business. Retailers 
than they needed 
Most were trying to keep a more ex 
panded open-to-buy. However, they 
were interested in new detailing and 
treatments of 


seasons. expressed 


bought no more shoe 


staple and conventional 


shoes. The new saddle types were most 
active, an unusual development for 
spring. There was keen interest in 


buckshot leather for all types of shoes. 


2! 





Bureau Asks New Tax Aid for Traveling Salesmen 


WASHINGTON, D. C.—Tax barriers 
which prevent traveling salesmen from 
their 
group in 


sharing in employers’ pension 
programs 
eliminated, according to the 
Salesmen’s National Asso- 
ciation In a plea presented to the 
Mills Subcommittee on Internal Reve- 
behalf of its 20,000 
the men’s 
apparel 


plans and surance 


should be 
Bureau of 


nue Taxation on 


individual member in 


, 


women and children’ and 


hoe field 


life in 


, the Bureau pointed out that 
this 


irance salesmen now enjoy 


while alesmen in other 


advantages . 


fields do 


ive 


not 
té d 


overcome the 


yording of the law to 
inequity accompanied the 
Bureau wa 
by Le 


counsel to the ale 


If under 


which presented 
tein, Washington 


men’s 


appeal 
mard L, Silver 
group 


common law a salesman } 


technically 


Mr vel 


entitled to 


an independent contractor,’ 


tein commented, “he is not 


become a beneficiary of a 
qualified pension or profit-sharing plan 
Unlike other of the same 
company, he tax-free 
teve 
com- 
a common 


the full 


or benefits 


employees 
not 
The Internal 
held that a 
not 


may receive 


accident benefit 


nue Service recently 


mission salesman who i 
employee is taxable on 
amount of premiums 


part of an accident and health 


law 
any 


paid a 


program by his employer. 

“Under the 1951 Code, full-time life 
insurance salesmen have been defined 
as employees for pension and profit- 
sharing plans. Under the 1954 Code, 
they have been similarly treated for the 
purpose of accident and health provi- 
S10ns 

“There 


tinguishing 


eems to be no basis for dis- 

full-time life insurance 
salesmen from any other type of com- 
missioned commercial traveler. Through 
the efforts of the Bureau of Salesmen’s 
National A the 
removing 


Congress 
this 

sales 

but 


ssociations, 
took a step in 
wholesale 


ion as employees, 


partial 
inequity by treating 
men on commli 
only for social security purposes. 

“The Bureau now desires to call youn 
attention to the existing inequity un 
Section 7701. We respectfully ask 

subcommittee to 


der 


your give considera 
tion to amending such provision to in 
clude within it 


city 


cope all traveling o1 
alesmen.” 
The Bureau is a joint staff organiza 
tion 

the National 
Apparel Clubs, 
’ A 
ssociation of Women’s 


serving three member association 
of Men’s 
National Sho 
and the Na 
and Chil 


Association 

the 
Traveler ssociation 
tional A 


dren’s Apparel Salesmen 





George A. Dempsey Re-elected 
President of 210 


George A 
Shoe 
Mass., was re 
210 A 
foundation of the 
the 
the as 


Dempsey of the 
Roc} 


elected president of 


Noone Company, 
land 
The 


thropi 


ociate national philan 


hoe, leathe: 
17th 

ociation 
} 


annua 
held 


+ 


and allied trade at 
meeting of 
Wednesday December 5, a 
the Suburban Sidney Hill Club, Chest 
nut Hill, Ma More than 500 member 
attended the bu 
Association 

The meeting was highlighted by an 
addre by W. Maxey 
man of Shoe Corporation. At 
the ion of his remarks, My 
Jarman presented with a_ gift 
from the Association in recognition of 
his great 
The 210 A 

The bu 
consisted of the annual reports of the 
the 
organization 

picture by 
Shapiro, Gold 
Mr. Shapiro stated 
association expended more 
000 on relief 1956, 


evening, 
re 


iness meeting of the 


Jarman, chair 


General 
conclu 
wa 
interest in the principles of 


ociate 


iness portion of the meeting 
committee 
complete 
treasure! 
Rubbe) 
that the 
than $53, 
the 
granted in one year t 


chairmen of 
of the 


financial 


various 
plus a 
the 
George Seal 
Corp 
during largest 
amount ever 
worthy individual 
Other 
that evening 
Albert D 
Company; 
Shoe Company; 


and directors elected 


are 


office 
Vice-presidents, 
Aronson, American Girl Shoe 
Herbert C. Lee, A. S. Beck 
Paul MacBride, Mil 


22 


Shoe 


Fred 
Cor D. > 


Phillips, 
and Ray 
Biltrite 


orge 
Ge orge 


ford Company; 
Jr., Phillips-Premie 
mond E.R 


Rubber 


yan, American 
Corp 4 
Gold 
a tant trea 
Cooney-Weiss Fabri 
Nicolls, Jr., Day 


Bo ton, 


trea 
Seal 


urer, 
Shapiro, Rubber Corp.; 
Mortimer Weiss, 
Corp.; J. William 


Leather 


urer, 


Gormley 
Ma 
three 


Bauckman, 


Company, ecretary. 


Directors for ear terms are 
Wendel}! Griess-Pfleger 
lanning Company; Henry P. Clayman, 
P. Clayman & Son; Urban J. Dacier, 
Company; Harry 
resident buyer, Boston; 
Grath, John E. 
Robert > 


Brown Freedman, 
Wallace Me 
Lucey Shoe Company; 

Goldstein, Plymouth Shoe 
Company; Abraham Isenberg, Con 
olidated Nationai Shoe Co.; Irwin 
Katz, Hubbard Shoe Company; Ted 
Porosky, A. S. Co.; Bernard 


Shapiro, Juniors Shoe Co. 


surg 
American 





May 5-9 Are Dates Selected 
For Next PPSSA 


New York—Official dates for the 
next Popular Price Shoe Show of Amer- 
ica have been confirmed by the PPSSA 
Joint Industry Committee, it has been 
made known by Maxwell Field and Ed- 
ward Atkins, co-managers. 

The next PPSSA will be held May 5-9, 
1957, at Hotels New Yorker and Shera- 
ton-McAlpin, under the joint sponsor- 
ship of the New England Shoe and 
Leather Association and the National 
Association of Shoe Chain Stores. It will 
be the 18th such event. It will present 
exhibits of fall and winter footwear 
and related items. 


White House Task Group to 
Explore New Tanning Methods 

WASHINGTON, D. C.—A White House 
task group of government and industry 
leather officials, looking into ways to 
timulate more and better uses of hides 
and skins, believes that improved tan- 
ning methods should be explored “in 
detail” in order to awaken new con- 
sumer interest in leather footwear. 

The “exploration” should be under- 
taken jointly by the federal government 
and by the leather and hide industries, 
the task group believes. 


’ 


The task group met in Chicago and 
has agreed to complete the drafting of 
preliminary recommendations by Janu- 
ary 4, at which time the group will 
meet again in Chicago. 

The task group is a subdivision of a 
committee appointed on orders from 
President Eisenhower to recommend 
ways of promoting the uses of agricul- 
tural products. Officially, the committee 
is known as “The President’s Ap- 
pointed Bipartisan Commission On In- 
creased Industrial Use of Agricultural 
Products.” 


General Shoe Corporation 
Opens Office in Denver 

DENVER, COLO. — General Shoe Cor- 
poration, Nashville, Tenn., has opened 
a district sales office to service accounts 
in Colorado, Utah and Wyoming, and 
to provide display of all lines of shoes 
at all times, John Ezell, regional mana- 
ger, announced. L. C. (“Pete”) 
Gunnels has been named in charge of 
the office and T. J. (“Tom”) Mathews 
is his assistant. 

The new office is located in 803 Inter- 
Trust Building, 16th and Law- 
Streets, in downtown Denver. 
Lines on display include Storybook, 
Datebook, Fortune, Davidson, Acrobat, 
Friendly, Vogue, Boy Scout and Cedar 
Crest as well as central stock of men’s, 
boys’, teenage and children’s 
flats and casuals. 


has 


state 


rence 


ladies’, 
andals, 

The Denver office is the seventh such 
district office to be opened in the 
country, others being located in Dallas, 
Kansas City, Minneapolis, Cleveland, 
Pittsburgh and Baltimore. 


Tack Finder Is Patented 
By United Shoe Machinery 

WASHINGTON, D. C. The United 
States Patent Office has granted a pa- 
tent (No. 2,772,394) to the United Shoe 
Machinery Corp. for a tack finder used 
in inspecting new footwear. The in- 
ventor, Robert W. Bradley, of Marble- 
head, Mass., has assigned his patent to 
United. 

According to the patent, the new tack 
finder electrically detects the presence 
of tacks inside a shoe, and sets off a 
buzzer when a tack or foreign bit of 
metal is detected. 
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TAKE THE SNAIL PACE 
OUT OF YOUR BUSINESS 


M r. Retailer, if you're falling back in the competitive race for children’s shoe sales, you need a fresh 





outlook. You could do well by switching to the jet-performance line... The American Juniors line... 
It's a com plete line — from tots through teens. 
It’s a popular line — because American Juniors’ 

i s 


advanced styling sets the children’s fashion vogue. 


They sell faster — because they fit better, wear better, SA ¥ 
y sell faste —. UWIMOlrs 
look better. (See 
ee 


Nationally Advertised 










PARENTS 
Most important to you — we have the FASTEST — 
IN- STOCK SERVICE in the children’s shoe business . . . 
“orders received today — SHIPPED TODAY!” 


suggested retail for most styles 
W rite or wire. Our salesman will call $5 50 - $695 


with our complete sample line and our promotional plan. A few styles slightly higher. 


AMERICAN JUNIORS SHOE CO., INC. 
ONE ISLAND STREET, LAWRENCE, MASS. 


Division: Consolidated National Shoe Corp 
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Mademoiselle’s Debonnaire Pump... HUBSCHMAN’S 


CALF #507 flight blue with collar of #3387 flax. Tapered 


toe and midway heel spell exciting news for lower hemlines 


. Available as well in other Hubschman fashion colours. 


E. HUBSCHMAN @ SONS, INC., PHILADELPHIA 23 


FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK 1 








from 


EBY SHOE CORPORATION 
EPHRATA, PENNA. 
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BASIC AND FASHION STYLES 


LPLAN 


| LIKE PROFIT 


WALK-OVER — ONE OF NATION’S 
TOP BRANDED MEN’S SHOES 
OFFERS A MARK-UP 


An independent national survey 
made during 1956 for one of our 
leading competitors proves Walk- 
Over is one of America’s top 4 
names in men’s shoes regardless of 
price. What built this reputation? 
The very same uncompromising 
quality and style leadership that 
make this Spring’s WALK-OVERS 
and KEITH HIGHLANDERS 
outstanding, too! Such high con- 
sumer acceptance means greater 
profit. 


For additional profit-plus features 
of the I L P Franchise Plan, contact 
Jean Keith, President — Bob Fesler, 
Vice President and Sales Manager. 


ee 


4 WAYS YOU MAKE MORE MONEY WITH 
THE WALK-OVER "I LIKE PROFIT’ PLAN 


1. YOU GET HIGHER INITIAL MARK-UP, plus a 
dividend on re-orders. 42% ++ on nationally- 
branded quality men’s shoes. 


2. YOU GET PROVEN SELLERS —there’s no 
guesswork in buying nationally proven styles 

automatically reducing markdowns and 
upping profit. 


3. YOU GET THE COMPLETE IL P cooperative 
advertising and merchandising program. 


4. YOU GET THE WALK-OVER BRAND — proven 
by a 1956 independent survey to be one of 
America’s top 4 names in men’s shoes regard- 
less of price. 


GEO. E. KEITH COMPANY Brockton 63, Mass. 


World Renowned WALK-OVERS and Incomparable KEITH HIGHLANDERS 


ha cee cee cee eee es ee ee ee ee ee ee ee a ee ee ew ew ewan 
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42%, + mark-up on fashion 
trend styles 
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Standard Division 
New Castle Division 


Sterling Division 




















Every eye ayes... GREENLEA* 


Almost a yellow, not quite a green... 
truly a pastel atween 
GREENLEA'’s on the fashion scene. 


*in Vodelle as well 
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Shoe by Ripon Knitting Works 


Ripon, Wisconsin 




















\ revolutionary creation by 


Ripon Knitting Works of Ripon, 


last word 


that is the 


Wisconsin, 


For cqol 


fit and comfort 


in style, 


ght shoes there IS no 
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with 


il to compare 
STRAW 


materi 


& SONS 


THOMAS 


TAYLOR KNTI 


available 


ol colors 


MASSACHUSETTS 


HUDSON 


range 


© 






Copr. 


1956 Thomas Taylor & Sons 
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“The Boston Office Man” 


An important part of every new GAC 
model is its introduction to the United 
men who will service it. Visiting each 
Branch Office, a Boston technician care- 
fully explains the machine’s operation, 
adjustment and maintenance, 

The Boston Office Man knows this ma- 
chine. He worked closely with the de- 
signer, he studied the experimental model 
on its trials, and he helped in the manu- 


facture of the first group of machines. He 
will share his knowledge with these men 
ito make your service faster and better. 

And when he comes to this Branch 
again he will bring with him all that other 
service men in other districts have learned 
about this specialized machine. 

The Boston Office Man plays a vital 
part in making United the best buy in 
service. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


A UA annual 
Service Contract 
can save you 
money. 
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A Good Bet: 
Boom Will Continue 


Employes 
Use T-H Law Most 


Freight Bills to Rise 








More and more, all the economic signs point to continued boom business 
right through the first half of 1957. 

Up to now, few forecasters were willing to stick their necks out beyond 
the first quartet! of next year, but evidence is piling up in government 
economic planning circles that the present high plateau of prosperity will 
hold up for at least eight to nine more months. 

Retailing is a sure-fire bet to share in this extended prosperity. High 
pressure demand for consumer goods is going to surge right through 
next spring. (These views come from non-partisan government econo- 
mists, not from Administration appointees who often view the business 
picture through rose-tinted glasses. ) 

This super-charged pace of business activity is being noted and 
acted upon by jobbers and retailers, who firmly intend to catch all the 
consumer dollars they can. 

Note these new figures on the present and anticipated growth of 
consumer marketing outlets: 

@ As of this month there are 1100 new, modern shopping centers 
running full tilt. These are all modern, integrated shopping centers, not 
just the old-time collection of stores around an intersection. 

@ Another 2000 additional shopping centers are now either under 
construction or on the drawing boards. 

@ In addition, retailers and wholesalers in about 300 large cities are 
pushing “revitalization” of the older, downtown areas. These urban 
development plans are sparking new life into the fading commercial areas 
of many cities. “Downtown,” written off by many shoppers in the past 
few years, is staging an effective comeback. 

It all adds up to high-level output of goods, a roaring pace of new 
construction, and plenty of jingle in retail cash registers. Everybody who 
wants employment has got it or can find it easily. People have money 
to spend, and they show every sign of intending to spend it for a record 


level of goods and services for the next eight to nine months, at least 


I:mployes make far greater use of the Taft-Hartley labor law than do 
employers, new government figures show. 

Union leaders, in their frequent criticism of the Taft-Hartley law, 
indicate that T-H is slanted entirely on the side of management, and 
that workers haven't got a chance to improve their lot. 

The new figures, released by the National Labor Relations Board, 
show that employes filed 1095 cases with the government in the fiscal 
year that recently ended, whereas employers filed only 615 cases 

A recent survey by the National Right To Work Committee (ad 
vocating voluntary unionism and opposed to compulsory unionism) says 


most of the cases alleged coercion of employe s reluctant to join unions 


Rail shipping costs are almost certain to rise early in 1957. The only 
question is how much freight bills will rise 

Major railroads are asking the Interstate Commerce Commission for 
a 22 per cent hike in freight rates—seven per cent right away and 15 
per cent more “as soon as possible.” The seven per cent request is being 


filed under ICC interim procedures to cover some wage increases and 








Washington 


Newsreel eee (continued ) 





Heads President's Couneil 


Few Tax Form Changes 


Farm Incomes Up 


New Population Statistics 














higher costs while the railroads and shippers fight about the rest. 

If past timetables are followed, the ICC will make a decision on the 
seven per cent request early in 1957, and be ready to decide on the 
additional 15 per cent before mid-year. These rate increases, if approved, 


granted in 1956. 


will be on top of a six per cent increase g 
Dr. Raymond J. Saulnier, a Columbia University economics professor 
and former advisor to the Federal Reserve System, is the new chairman 
of the President’s Council of Economic Advisors. 

Dr. Saulnier, who has been a member of the three-man council since 
1955, succeeds Dr. Arthur F. Burns, who resigned “for personal reasons.” 
Dr. Burns, who taught economics at both Rutgers and Columbia, will 
leave the post he has occupied for four years on Jan. 1. Council members 
serve at the pleasure of the President, but must be confirmed by the 


Senate, 


Businessmen will find few changes in the income tax forms they will fill 
out next year. Aside from a small number of “improvements” in the 
instructions, the 1957 forms are just about like the 1956 models. 

The Internal Revenue Service decided to leave its tax forms pretty 
much alone this year because there have been no major changes in the 
tax laws recently. 

Some 6.5 million business firms will be mailed a tax “packets” 
instructions and two copies of the tax form—this year, and another 45 
million persons will be mailed either the personal income tax punch card 


form or the longer personal tax form with instructions. 


Cash farm receipts, after steadily declining for the past five years, appear 
to be on the way back up. Sales in rural areas should reflect this im- 
proved farm situation, U. S. Agriculture Department economists predict. 

In the first nine months of this year, farmers received $20.2 billion 
from sales, about two per cent more than in the same period last year. 
This figure does not reflect government subsidies, which are also rising, 
so total income should be well above 1955. 

Some 1.8 million farmers, however, are missing one source of income. 
They are eligible for a share of some $30 million in gasoline tax refunds, 
but so far they haven’t sought to collect it from local Internal Revenue 
Service offices. 

Increasing farm income will help remove one of the remaining soft 
spots in the market picture. Except for the drought-stricken areas, 
government economists say they expect farm incomes to continue to rise, 
thus helping to bolster business forecasts of another record-breaking 


Christmas season. 


Women are continuing to gain in numbers over men. A new report of the 
U. S. Census Bureau shows that there are now only 98.4 men for every 
100 women, and the gap between the two figures is widening. Specifically, 

there are now 84.7 million women and 83.3 men. 
In addition, the Census Bureau has recently issued this new table 
[TURN TO PAGE 86, PLEASE] 
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This proof of extra value 
helps you make more shoe sales 





: a 
And they’re sewn with nylon threa 
the strongest thread used in shoes! 


az triad 
er ’ 
Today ; 


shoppers know and respect the strength and durability of nylon. 
That's 


why you've got a powerful sales story when you sell shoes sewn with 


le 
nylon thread. And because smaller thread can be used, nylon lends eye appeal. "When your sa thread- " 
Stitching is closer —adds neatness to greater strength. As ornamental stitching, hangs bya lon 
nylon thread doesn’t absorb dressing like ordinary fibers, stays clean and good- ute its ny F 
looking longer. Multiply your selling punch with plus values like these and make S 
help your shoe sales climb. 


Leading thread manufacturers use Du Pont nylon and “Dacron’’* polyester 
fiber to produce the strong thread used in many of today’s top lines of shoes. 
Check your supplier to find out if the shoes you sell are sewn with nylon or 


T ” 4 REG ror 
Dacron’, so you can take advantage of this extra sales feature. oer e 
*“Dacron” is Du Pont’s registered ( 


BETTER THINGS FOR BETTER LIVING 
ai eater her 


eos THROUGH CHEMISTRY 
for sewing thread 
‘“DACRON’ 


f 4 ITER FIBER 


Boot and Shoe Recorder 





another proven product... 
distributed by your leading shoe 


products and supplies distributor 


NORTON 9 GRINDING WHEELS 
BRICKS and STICKS 


WHEEL TYPES 


COMPO Shoe Products & Supplies offer the 


shoe manufacturer every essential product Plain Wheel Plain Wheel 


Plain Wheel with with Flat 
which he requires for quality shoemaking. r| Round Face Bevel Face 


Need abrasive wheels . . . bricks and sticks? 
COMPO stocks and has available for immedi- 
ate shipment the complete line of Norton Co. Plain Wheel 
P P with Curved [7] Recessed 
grinding wheels, bench and hand stones. One Side 
These abrasives for the entire shoe industry 


have been proven...developed to give you the 4 


Recessed 
Two Sides 


Bevel Face 








perfect abrasive action for every operation. Resewee Plein Wheel Dish Whee! 


een mv 


Dish Wheel 


a : Two Sides with 
Ask your COMPO representative for com- with Grooved 


plete details on the Norton line and ask also Sonn rom Foce 
for free literature on the safe use of grind- 


ing wheels. fi 
= = 


Cylinder Wheel Cylinder Wheel Cylinder Wheel 


Sales Offices in Leading Cities with Flat Rim with Bevel Rim with Bevel Rim 
- and Inside Taper 















































a Complete Line of Shoe 
Machinery, Adhesives and 
Essential Shoe Products 


WALTHAM 54, MASSACHUSETTS 


COMPO SHOE MACHINERY CORPORATION 


December 15, 1956 








Jack Robinson 
(88) 


Jim McDade 
(169) 


HONEY ~ Stoc 
Beige Alligator Calf with 


ked in Salmon 
multicolored inlays and 
Black 
with Red and Black inlays 


and White Congo 





HEYDAYS SHOES, INC. 


a 


some of our contemporaries like to identify 
Heydays as being good in one region or another, we 
thought you might be interested in 


knowing where our growth really has been. 
g g y 


Stuart 
Farnham 
(28) 


Sig Sallond 
(119) 


Bernie Long 
(34) 


Lynn Weaver 
(74) 


Lem Preston 
(78) 


These are our eleven territories, salesmen'’s names and 
opened in each from 


a total of 882! 


the number of new accounts 


January 1, 1955 to October 20, 1956 


2032 LtOcustT STREET © ST. LOUIS 3, MISSOURI 
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Harotp H. FLORSHEIM, presi- 
dent of The Florsheim Shoe Com- 
pany, Chicago, says: 

“We approach the spring of 1957 
with confidence and the belief that 


our sales for this period will be 









1957 4 


a 


SHOE cpr. 
yprntts [ 


equal to or ahead of that of a year 


ago, during which period all of us 
enjoyed a very satisfactory volume 
of business. 

“With the new developments that 
have taken place in the men’s shoe 
field, the attractive styles that are 
being produced, together with an 
effort on the part of the retailer to 
sell extra pairs to each customer, 
there is little doubt that we should 
forge ahead in volume of men’s 
shoe sales for the year 1957.” 


* * * 


Pip M. TALBOTT, of Wood- 
ward & Lothrop, Inc., Washington, 
D. C., says: 

“We must not lose sight of the 


fact that shopping centers were not 


December 15, 1956 


and are not being built to drain off 
downtown volume. | do not mean 
to detract from the importance of 
shopping centers. They are an im- 
retail 


addition on today’s 


Their 


effect, however, 


portant 


scene. purpose and their 


have been to ac- 
quire new business from new popu- 
lation groups. They are serving a 
which is not 


new trade, a trade 


necessarily competitive to down- 


town. Actually, it seems to me that 
shopping centers in the not too dis- 


tant future will be more in compe- 


| SHOPPING CENT 








tition with themselves than with the 
stores that line the streets of down- 
town America. They are a new 
dynamic force in our economy. 
“The suburban branch certainly 
has an important place in today’s 
retail scene. It cannot, however, 
replace the downtown store but only 
complement it. Downtown with its 
wide assortment of merchandise in 
depth, its variety of services, its 


ranges of quality and its assort- 


ments will always stand as the par 
ent store, upon which the reputation 
and the success of the branch will 
depend, 

“But it is up to us to see that the 
parent has a modern outlook, and is 


an example instead of a detriment 





to its child, the branch. The word 
to use in connection with your store 
downtown is ‘modernization.’ 
Remember the word moderniza 
tion for it applies to your entire 


downtown district. Modernization 
is a word to use when speaking of 
it's a word 


blighted 


also the 


transportation facilities ; 
talking of 


Modernization is 


to use when 
areas 
word to employ when attacking the 
trafic problem. And moderniza 
tion is the term for improved park 
ing facilities. Using that word and 
the active participation of a com 
munity’s leading business executives 
and citizens in a determined effort 
your downtown can be vitalized and 


its dominant role continued 
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W. W. GALLAHER, assistant sales 
manager of Foot-So-Port Shoe Com- 
pany, Oconomowoc, Wis., says: 
“We find daily evidence that the 
important relationship between feet 
and shoes is becoming more and 
more a major topic of discussion 
with the public and professional 
people. The fact that many profes- 


sional brane hes are spending more 


time and study on this subject is 


evidence that they are concerned 
and interested in furthering better 
foot and shoe health for the public. 
The 


Ivnores ofr 


manufacturer or retailer who 


overlooks — this oppor 
tunity is missing the best chance in 
the world to serve the publie and 


hdu- 
cating the public to the fact that a 


thereby benefit themselves. 
pair of shoes is something vital to 


their well-being, can be a strong 
selling aid to the people in the style 
and fashion business as well as to 


We believe 


i} projects the trend of getting the 


the comfort shoe field. 


public to buy in a wider range and 
selection from a foot health angle 
instead of just from a price and 
style angle.” 


* Y a 


H ARVEY R. HEROLD, owner of 
Herold’s, San Jose, Calif., says: 
“Advertising and news go to- 
gether just as well and are as im- 
they when my 
father, Phil Herold, established out 


809. 


portant as were 
store in 
“In the early father 


used a bulletin board at the edge 


years, my 


of the curb, writing in chalk some 
comment on the shoes he was fea- 
turing and their prices usually 
about $3.00 per pair. He also wrote 
several lines on the latest news of 
the day. That bulletin board always 
had a group around it eagerly read 
ne news and ads. 

“Today we advertise four or five 
times weekly in the San Jose news- 
We naturally 


papers. rea h a far 


38 


larger number of potential cus- 
tomers, but they seem just as inter- 
ested today in reading news and 
advertisements as they were back in 
1669. 

“We were the first 


to feature the Goodyear welt proc- 


in California 
ess and consider ourselves the old- 
est shoe store in the state continu- 
ously and exclusively selling shoes. 
The W. L. Douglas line and their 
symbol of the globe and shoe were 
long associated with our store and 


used in our advertising.” 


Joun G. FORREST, financial and 
of The New York 
Times, in an address “Distribution’s 
Missing Link” at the Boston Con- 


ference on Distribution, indicated: 


business editor 


way of life 


“The key 
is distribution. 
link. 
the boat. 


to a better 
That’s the missing 
That’s where we are missing 
Distribution is a fancy 
word, almost an abstraction. Turn 
it over. The other side is consump- 
tion, By consuming, the people keep 
retailers busy, and in turn the dis- 
tributors, the wholesalers, the man- 
ufacturers and the people them 
selves, who are engaged in the mass, 
in all these occupations. oe 


“I suggest that we set up a work- 


TONY’S 
SHOE 
REPAIR 
en : 





ing committee of leaders in various 
fields to draft a plan for preaching 
consumption, not destruction of the 
little pigs to keep prices up to help 
the farmers, not fair trade to keep 
prices of appliances and drugs up 
to help the retailers, but increased 
and intelligent and widespread use 
of the good things we make... .A 


plan to tell why consumption is an 


essential part of our economic well- 


being 
eng, 


“We owe a good deal right now 


for things we’ve bought that we 
haven’t paid for. Business has come 
up with all sorts of delayed pay- 
ment plans, so as to make it possible 
for goods to move into consump- 
tion. The total of all 


credit at the end of the year’s first 


consumer 


half went record $37.,- 
100,000,000. Is it too high? I don’t 
know. I do know this: Without that 


credit we couldn't keep on going. 


up to a 


It was credit selling that pulled us 
out of a downturn at the end of 
1954 that might well have gone on 
to become a tailspin. 

“Credit is a valuable tool for the 
economy, if it is used intelligently. 
That’s why I suggest we set to work 

there’s no time to lose—on a real 


. ° ”” 
program to increase consumption. 
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by LYSIA HARIVEL 


Paris Correspondent 


HEELS Are 
Focal Point in 
New Paris Styles 


Heels in Many Heights, Constructions and Orna- 
mentations Leading Trend in Fall and Winter 
Collections. Long, Narrow Lasts Also Typical 


of New Shoes. 





t 


“Parme,” created by Capobianco of Paris. Charming 

asymmetric pump of combined violet iridescent kidskin 

and patent leather, with the tiny bow and the heel cover- 
ing in black patent leather. 





“Perroquet,” created by Laure of Paris. New style in two 
colors, pistachio green and red, the silhouette a little like 
Punch’s bonnet, with two silver bells. 


December 15, 1956 
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“Fancy,” created by Leandre of Paris. Strikingly 
style in stretchable, washable “serolatex,” combining shoe 
and stocking, which can be worn rolled around the ankle. 


SopRIETY and moderation characterize the patterns 
and colors in fall and winter from the Parisian bottiers 
The silhouette tends to become longer and narrower 

For walking and sports shoes, heels are about 16/8; 
for dress, approximately 24/8 but going much higher 
in the very slim Louis XV_ heels for after-five and 
evening wear. There is a marked revival of booties, 
boots and half-boots. Ballerinas are entirely out of the 
picture and replaced by pumps, at times ornate as in 
the case of Leandre. For morning, afternoon and sport 
there is a sheath which can be rolled around the ankle. 

Evening is a triumph for sandals of gold or silver 
kid encrusted with rhinestones. Imaginative interpreta 
tions of these sandals dramatize the ingenious shape, 


| 


[TURN TO PAGE 86, PLEASE | 
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“If you wish,” created by Donna Greco of Paris. Pump 
in light brown calfskin, the decorative perforations un 
derlaid with ivory color 


Arch Type 


"0, D LADY sunning shoes” are etl with ua but ae 
are prettier, smarter shoes for dreasup oecasions for 
today younperminded women, Manufacturers now 
realive that as they say, there are no more “old ladies 
and that they must provide for her successor who isa 
new kind of customer, This woman, too, often needs 
a real arch type of shoe for her active hours, But she 
also needs and wants a lighter, younper looking shor 
for her off-hours, when she is off her feet 

\ll this is clear thinking on the part of these manu 


lacturers They show that they recognize today’s 
womens real tastes and needs, They are making it 


possible for you, the retailer, to satisfy them. Here is 
your chance to sell the extra pair of shoes to that 


important customer who may be obliged to think firs 


Steel shank feature of this closed pump on 


Id/& shaped heel. Arch Preserver. 


Combination of mesh and cal} in five-eye- 
let tie on basic last. Foot Defender. 


Footwear to 


of fit and comfort but who quickly follows this demand 
with a desire for something amart and pretty 

Shoos of both kinds are shown here, Very striking 
are the examples of this new kind of thinking from one 
or two of the most conservative makers of the arch 
type, It is interesting to note how many of the shoes 
shown are partly of mesh, This material has become 
accepted as the answer to a need for coolness and a 
lipht appearance, Another point of interest is the use 
of pump silhouettes by several of these manufacturers 
Phe shoes shown here prove in a number of instances 
that it is possible for a woman to be both comfortable 
and smart 

In fact, it seems safe to say that the industry is 


beginning to have an entirely new concept of arch- 


Closed pump with high tongue and con- 
trasting stitching. Air Tred. 





Tie on square toe proven last in crushed 
kidskin on built-up heel. Tarsal Tred. 


Boot and Shoe Recorder 





Natisly Every Taste... 


Cyn n toe instep rape wen decorative stiteh 


ry 
| here Are Typical Hiah-Laced Shoes with iW ide mg oon quarter and vamp Drew Shoe 


Treads and Low, Broad Heels for Some, And 


There Are Stepins, Pumps and Straps on Me- 

dium, More Shapely Heels for Others. 
essentials, Steel shanks and pads are included by some ‘\ 
manufacturers, This practical point of view has bee Open toe sting on 17/8 heel, hal} cat} and P 
é i , ] r i } ! ) ew Ma een half cobra { Shu thes hy hoot Saper 
venerally accepted by makers of these arch type shoes. Ce 


As we said to start with, the whole concept of “mama” 







by ELEANOR M, RUTTY 


type shoes, Soft, flexible uppers and soles, broad 







treads, low or medium heels, are considered the main 


shoes is changing just as the whole “mama” concept 


has changed. 


{ll-over beige tie with mesh vamp and open 
toe. Dickerson Shoe. 









Instep strap combining mesh and calfskin 


on 17/8 heel. Foot Rest by Krippe ndor| 





Asymmetric stepin in black lace mesh 
with black suede, 17/8 heel. Wilbur Coon. 


One-color tie with mesh vamp, calfskin tip 
matched to calf quarter. Dr. Scholl. 
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1956-57 Facts and Fictions 


NATIONAL 
AND 


INCOME 


DOLLAR VOLUME SHOES 
LIONS 


DOLLAR VOLUME OF SHOE PRODUCTION 


DOLLAR VOLUME 


(FACTORY VALUE ) 


SHOE PRODUCTION 


THE past year 


paradox of the 


the 
4 paradox 


dramatized great 


shoe business, 
which can only be described in terms of 
Fact was a new record 
Fic- 
the continuous apprehension, 
that 


fact and fiction 
in production and in retail sales 
tion wa 
the fear business would out 
almost incredible lack of 
confidence in the industry’s true potential 


No 


and 


peter 


tomorrow, thi 


unaware of the figures 
the 
could possibly suppose that new volume 
had been set. On the 
it would easily be inferred from the trade 
that 1956 


a depression period for shoes! 


obse rvel 


attempting to summarize year, 


records contrary, 


frame of mind was virtually 
The in- 
dustry, as though it suffered from hypo 
ignored facts, ex- 
itself into a 


When re 


it was happenstance. 


chondria, consistently 
the settled 


perpetual state of misgiving 


pected worst 


tail sales zoomed 
When 


moderately 


sales sagged, never more than 


consumers were satiated and 


would shun the shoe store for months 


to come 
fathom shoe 


industry thinking during the past year. 


It would seem vital to 
The importance lies not so much in ex- 
planation of what is done and past, as 


If the 


in defining facts for the future. 
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Bille 
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the 
then 


perspective of the shoe industry for 


coming warrants confidence, 
the sooner manufacturers and _ retailers 


look to the facts, the likely 


they to generate the policies which bring 


year 


more are 
growth and profit. 

There is a partial explanation for the 
1956. First 
volume continued the sharp expansion 
had the half of 


1955. Production spurted under the joint 


peculiar tenor of quarter 


which marked second 


stimulus of genuine demand, anticipation 
of a 


early Easter. But, the mood of optimism 


rise in wage minimums and an 
was then dampened by a freak excep 
tion to the general rule: Weather always 
averages out; it did not in the spring of 
1956. The coldest, 


spring in many, many 


and latest 
held 
from peak possi- 
the 


not, 


wettest 
years con- 
demand down 


Volume 


sumer 
bilities poor by 
standards of did 
however, match the surge of production 
Justi- 
fied concern was felt over lost business. 
When the and 
consumer demand 
but 

waiting had badly jolted trade sentiment. 
last 


was not 


recent years. It 


in the early months of the year. 


ice snow finally melted 


more than matched 


expectations, the long interval of 


Events of spring, however dis- 


/NCOME 
Y 
Cae 


Ae 


TTTHH 


Thal Teri he 


1 


appointing, do not explain the entire 
Month after month followed when 
far than 


an inkling of the basic scope of the shoe 


year 


consumer response gave more 
market in the light of population growth 
and 


the evidence of favorable sales, 


soaring national income. Despite 
despite 
all the indications of the highest living 
the 
defensive-minded. It 
the ball the 


made possible by national income and 


standards in history, shoe industry 


was hesitated to 


carry for realizable gains 
purchasing power. It might well be said 
that the shoe records of 1956 were set in 


spite of the shoe industry. 


The Economic Background 
Was 1956 a year which could occasion 
concern and trepidation over broad busi- 
For consumers’ goods 
Practi- 
and 


ness prospects ? 
the answer is emphatically no. 
cally all the 
barometers pointed to high 


conventional indexes 


level eco- 
nomic activity from the beginning of the 
year. Over-shadowing every other factor 
the 
strength in consumer demand and _ pur- 
chasing power. Week after week and 
month after month sales totals illustrated 
two basic elements: First, the great gain 


was repeated demonstration of 
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(i the Shoe Industry... 


Despite a Record Year of Production and Consumption Shoes Failed to Take Full Advantage of 


1956 Potentials. The Opportunity for Shoe Business in 1957 Is Unmistakable. Shoes Must Partici- 


pate in the Transformation of Living Standards Which Is Revolutionizing the American Market. 


in average, real disposable income; sec- 
ond, the rise in living standards which 
is transforming consumer markets. 

All of the basic factors affecting con- 
sumer markets were favorable in 1956. 
Unemployment was almost non-existent; 
real expressed in purchasing 
power remained some 50 per cent higher 
than prior to 1940; farm had 
farmers were still con- 


wages 


income 
leveled out, but 
siderably better in economic status than 
anyone would have predicted in the thir- 
ties; population continued to expand 
These factors were reflected in the gains 
registered by general retail volume. 

conditions did give 
anxiety, particularly in the second half 
Rising interest rates and a 


Several rise to 
of the year. 
tight money supply began to affect busi 
ness operations. Government policy was 
one of the contributing causes with the 
Administration the premise 
that inflation danger in 
1956 than economic 
the fact of 
with the vigor of the economy was an- 
other the and 
strength in national income. 


acting on 
was a greater 
setback. 


government 


However. 
very concern 


indication of scope 

The national election and foreign flare 
ups are supposed to have given the busi- 
Here, 


uncertainty 


ness compass further instability. 
again, the 
or fear in 


justification for 
the 


pletely lacking. Surely the industry was 


shoe industry was com- 


the extremely favorable 


aware of com- 
parison which shoe values bear to all 
other goods and services. What other 
important group of products had wit- 


nessed as little inflation or offered con- 
sumers so much in terms of the dollar’s 
The area of risk in the 
shoe industry’s price structure was his- 
low in 1956. 


One other broad factor might be cited 


buying power? 
torically 
in the general background, and that is. 


the 
non-durables. The thought has been ad- 


competition between durables and 
vanced that soft goods continued to lag 
because consumers have become increas- 
ingly home, car or appliance conscious 
to the detriment of shoes and apparel. 
Hence, it is argued, in spite of greater 
real income, the hard goods still have 
the ball and soft goods fail to show sig- 
nificant gains in demand. This conclu- 
sion and the facts on which it is based 
are defective. It is not soft goods, per se, 
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which have lagged in consumer response 
but the merchandising of these goods. 
Wherever apparel and shoes have been 
produced and promoted to meet the de- 
mand for more quality, and 
even luxury, the matched 
the record of any durables. It is the in- 


prestige 


results have 


dustry which has lagged, not the market 
potentials. 


In short, the economic background in 
1956 was more than favorable; opportu 


NATIONAL SHOE SIZE 


PER CAPITA CONSUMPTION 


PAIRS PER CAPITA 
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CHILDREN’S 


nity virtually pursued the shoe business 


Before appraising opportunity in 1956 
it is desirable to review the facts and 
the record of the industry during the 


past year. 

Population growth alone means an ex 
of the U. S market by 
million Phat 
growth factor operated in 1956 when pro 
record of 588 million 


pairs. The gain was particularly signifi 


pansion shoe 


some 10 pairs annually 


duction set a new 


PAIRS PER CAPITA 
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Kacts and Fictions of the Shoe Industry... 





the letdown which oc- 


curred after the hectic pace of the early 


cant in view of 
several months 
third 


year 


months of the year. For 


during the second and quarters 
fell but 
gaine were again registered by the fourth 


had 


production below a ago, 


quarter, It been widely assumed 
that a 
trade 
to the 


tained production run 


correction was inevitable and 


Opinion was seemingly recom iled 


classic aftermath of a well sus- 


Volume, however, 
refused to be corrected with the produe- 
tion tally in October exceeding 50 mil 
lion pairs 

Per capita production in 1956 also set 
For the first 
not marked by war or 


the 


a record time, in a year 
the controls inci 
average of 


While 


the trend 


dent to war per capita 


shoe production reached 3.5 pairs 
minute 


clear: A 


capita 


the gain from 1955 wa 


over recent years is moderate 


increase in the has 
total 


greater increment than accounted for by 


per average 


given annual pairage a_ slightly 


population Unfortunately, analysis of 
the production data indicates that prog- 
ress has indeed remained minor 


The bulk of the output was, of course, 


Such an 
observation may seem entirely too obvi- 
ous except that it calls attention to the 
extraordinary difference in the per capita 
shoes and all other 
Within the past five 
years capita output 
climbed almost half a pair, while the 


concentrated in women’s shoes. 


trend of women’s 


shoe categories. 


women's per has 


ratios for men and for juveniles have 


either declined or stayed unchanged. 
Needless to 


women’s shoe production during recent 


say, the sharp increase in 
years has not represented an equivalent 
increase in dollar volume and consumer 
expenditures, 

A ray of hope for the male of the 
species brightened the statistics. For the 
succession men’s shoe 


second year in 


output showed a substantial increase 
and, even more important, the per capita 
ratio for men continued to reverse the 
sagging trend of former years. By 1956, 
production of men’s shoes attained the 
grand total of 110 million pairs, and the 
inspiring average of 1.87 pairs per 
capita! 

The change in trend of men’s shoe 


production undoubtedly must be attrib- 


SHOE PRODUCTION 
A RECORD OF GROWTH 


HUNDRED MILLION PAIRS 
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uted to the leavening of new styles and 
introduced within the last two 
years. Such changes, however, have af- 
fected only a fraction of the population. 
Traditiona] staples and traditional atti- 
still dominate the 


models 


tudes toward shoes 
men’s shoe picture. 

In children’s shoes the statistical re- 
sults of 1956 were not encouraging. Vol- 
ume was little different than in 
1955 with no appreciable reflection of 
the dynamic expansion in the children’s 
Although the total of 


production slightly 


very 


market. 
juvenile 
greater than in 1955, the per capita ra- 
tios fell off. basic 
defining marketing possibilities in chil- 


gross 
shoe was 


The two influences 


dren’s footwear are: A tremendous rise 
in juvenile population as the result of a 
continued high birthrate; the climb in 
average income levels which has made it 
possible to sell diversity and variety in 


the field. 


forces appear to have made themselves 


children’s Neither of these 
felt in the figures of children’s shoe pro- 


duction 


Consumption in 1956 


The tale of consumption during the 
past year cannot be summarized by per- 
centage comparisons alone. The figures 
were for the 
ran ahead of a year ago. The real mea- 


met year; pairage sales 
sure of the industry’s achievement must 
be sought, the aggregate 
dollar volume represented by shoes in 
comparison with 
that respect the facts are simple and 
unequivocal. Consumer expenditures for 
continued to decline in 
The facts of 
presented 


however, in 


national income. In 


footwear have 


ratio to consumer income. 
this 
again and again, always with the direct 
that 
must be the 
footwear. Not enough attention has been 
the 


responsible reasons for the percentage 


comparison have been 


or implied exhortation something 


done to redeem status of 


given to underlying issues, to the 

decline in dollar shoe volume. 
Is the fault in 

the income resources which spell out re- 


consumer at lacking 


tail sales? The answer is obviously no, 
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CHRONICLE OF A 


MILLION PAIRS 
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because the gross volume of consumer the average consumer. In 1956, a year resent present-day consumer wants? It 


expenditures in the United States has 
clearly mirrored the expansion of pur- 
chasing power. Is the consumer subject 
to inherent mental or physical limita- 
tions which automatically prevent an- 
other fractional per cent of income be- 
ing funnelled to footwear? Again the 


answer is obvious because wherever 
shoes have been given the appeals which 
change buying habits, real dollar volume 
has the 


product that bears the responsibility and 


grown commensurately. Is it 
are shoes basically a class of goods in 
which utility 
are the primary motive power of con- 


simple and replacement 


sumption? No observer of the American 
market could possibly answer the latter 
question in the affirmative. 

By a process of elimination, therefore 
one is drawn to the probability that the 
industry itself, its established habits, pat 
terns and the 
sponsibility for dollar shoe volume being 
what it is. 
shoe price structure in 1956 when the 


drives, share major re- 


Consider, for example, the 


average factory value of all shoes pro- 
duced was approximately $3.67 per pair. 
This average was lower than ten years 
ago, in spite of a gain of more than 30 
per cent in national income and an ap- 
preciation of better than 40 per cent in 
the true purchasing power position of 
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when the boundary of national produe- 
tion, wealth and income was being ex 


panded, when the living standards of 
168 million Americans were visibly 
changing, when the merchandising of 
quality and luxury had become the 
touchstones of effective selling, shoes 
sold for less than ten years ago. Shoe 
men are all too familiar with the ob- 
vious facts which offer the arithmetic 
explanation. But, the arithmetic of a 


cost sheet will not explain the frame of 


mind of an entire industry, the failure 
to move out of the past into the present 
realities of income and value. That 


frame of mind is epitomized by the hard 
fact of an average shoe price level which 
is completely out of keeping with con 
wants and living stand 


sumers’ needs 


ards. 


SHOE VALUE 


Average Factory Value Per Pair 
1947-—$3.76 1952—$3.56 
1948 3.76 1953 3.61 
1949 3.47 1954 3.55 
1950 3.44 1955 3.50 
1951 3.97 1956 3.67 


Would any fewer shoes have been sold 
in 1956 if the average price level had 
been significantly higher by virtue of the 


added quality and intangibles which rep 


is the growing opinion of the shrewd and 
that 


unemotional observers no pairage 
would have been lost. There are, of 
course, limits which have to be recog- 


nized, but it must also be recognized that 
the relationship of price to consumption 
can be deceptive. Consumer potentials 
cannot be taken for granted in terms of 
price lines that have been rooted in the 


They 


tested in order to find out the price lines 


past must be ascertained and 
will respond when 
has been dramati- 
that testing 
variety of 
price tags 
in order to match 
implicit in 
stand- 
and homes have 


to which consumers 


their buying power 
Exactly 

done in a great 
Outdated 
have been discarded 
the 


consumer 


cally increased 


has been 


consumer goods 


quality levels 
demand when 
Automobiles 
been traded up because the capacity to 


higher 
living 


ards rise 


consume better is the most significant 
index to present merchandising reali- 
ties. Average shoe values are a plain 


acknowledgment that shoe merchandis- 


ing has failed to create the buying con- 


ceptions and the stimulus which con- 
sumers need to match their improved 
economic statu 


By the 
industry has accepted for many years, 
good in 1956. Unit 
volume moved within sight of 600 mil- 


standard rule which the shoe 
consumption was 


(TURN TO PAGES 63, 65 AND 66, PLEASE) 
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Interior view of the Better Women’s Shoe Department, 
Carle Place, Long Island. Note the rounded walls and 
uncluttered appearance. 


by W ILLI AM A R¢ SSI Field Editor 


Tw discount house has now taken the big plunge into 


shoe business. does 


According to the program, not only 
the discount house promise to account for a large slice 


of shor 


in some basic shoe retailing practices. 


sales at retail, but it may well create a revolution 


The discount house is perhaps the most extraordinary 
since the entry 


And perhaps the 


innovation to come into shoe business 


of the shoe chains several decades ago. 
best example of what's happening, and what's on the way, 
is k. J. Korvette, Inc., the country’s largest discount house. 
What Korvette is doing with shoes may well set the shoe 


business pattern for the other discount houses that are 


mushrooming across the country, 

Korvette in 1956 will have sold 300,000 pairs of shoes 
for a dollar value of around $1,000,000. It has done this 
enormous volume in only two of its stores (Westbury and 
West York.) 
only the second year Korvette has been in shoe business. 
With the 


vette doubled its unit and dollar shoe volume. 


Islip, both on Long Island, New This is 


department opened this year, Kor 


Set ond shoe 


By the end of 1958. Korvette expects to be selling about 


4,500,000 pairs of footwear valued at around $12.5 mil 


46 


SHOES and 


lions. (Note: only about 10 of the nation’s 1000 shoe 
that 
1958, shoe departments will be in about 10 of Korvette’s 


manufacturers make many shoes.) By the end of 


estimated 20 stores that will be operating then. 

An example of how rapidly this footwear expansion 
program is taking place: Korvette recently purchased the 
large Oppenheim Collins department store in Brooklyn. 
By April, some four floors of that store will have shoe 
departments selling everything from better grade men’s 
and women’s shoes to table displays selling promotional 
items, slippers and other footwear. 


livery new Korvette store (most are on the shopping 


center or department store plan) will carry footwear. 


Some of the old stores didn’t have enough space for a 


shoe department. But new stores are rapidly replacing 


them. Korvette’s over-all sales in 1956 reached $63 mil- 


lions, by the end of 1957 will hit an anticipated $200 mil- 
lions, and by the end of 1959 will reach an estimated 
$350 millions. 
Like most discount houses, Korvette started chiefly with 
hard goods inventory. Presently, about 35 per cent of 
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irchitect’s drawing of a projected Korvette Store, 


Korvette’s volume comes from apparel and other non- one store in New York, another in Miami Beach). From 
durables (excluding the 15 per cent for food.) The com there he went to Korvette, where he now directs the entire 
pany expects to build this to 70 per cent for non-durable shoe operation which presently includes 22 sales personnel 


(with emphasis on soft goods, shoes included) and 30 and several executive assistants. 


per cent hard goods. Despite greater complications in Korvette’s shoe division operates on a basic 20 per cent - 
apparel, shoes and other soft goods (colors, sizes, styles), markup, as compared with the 40-45 per cent required in 


Korvette sees better profit opportunities here, even though regular shoe and department stores. There may be an 
it may involve more risk and cost factors. occasional slight variation in this 20 per cent markup, 

Head of Korvette’s rapidly expanding shoe division is higher or lower, but essentially that’s the base. This same 
Sam Press, a sales-vigorous individual with some 30 years 20 per cent base applies to most items carried by Kor- 
of shoe business experience behind him. He started as a vette. For example, a shoe costing $3.25 will sell for 


stock boy in a shoe store, became a retail salesman. From $3.97. However, Korvette’s shoes or other products will 


there he went to a small shoe chain, styling the lines; at times go for a 5 or 10 per cent markup on some special 
then as shoe buyer for a high grade store (Jerry's, with [TURN TO PAGE 67, PLEASE | 


(he Discount House. . . 


ry 
| he Discount House Has Arrived in Shoes. Here’s the “Low Down” on LE. J. Korvette. 
Inc.. Largest of Many Discount Operations, How It Buys, Prices, Sells... and Grows. 


Drawing showing the men’s shoe department as planned 
for the store at Fulton Street, Brooklyn. 
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Has sold footwear for 2 years. 
Is doing over $1,000,000 in 
shoes in 2 departments. 

Is planning to open 10 more 
shoe departments by the 
end of 1958. 

Expects to do $12.5 millions 
in shoes by 7°58. 

Earns a basic 20 per cent 
markup on shoe sales. 
Considers turnovers of 10 or 

11 times “‘not exceptional.” 

Sells some “Nationally Adver- 
tised”’ brands. 

Expects to sell MORE soon. 





Dick De Bello, window trimmer for the GallenKamp 
chain, carefully sets a pair of finished shoes on display. 
The chain relies on mass display techniques. A volume 
they pairs in the 
window to make sure that everyone who stops will see 
tem which appeals to them personally. 


operation figure on putting enough 


at least one 


Tu Rilo are big retailers and there are volume. re- 


tailers, But when they get big enough, a new phrase is 


needed perhaps “saturation” retailers might be a 


pood one 


Such a saturation retailer is GallenKamp’s. The firm 


136 family shoe stores, each of which main- 


pairage instor k 
The larger at 535°. 
Angeles, managed by Don Pribble, keep 


about 50,000 pairs in the walls at all times 


boasts 
tains a which averages around 20,000 


pairs units, such as the one 


Broadway, Los 

Problems are many with such a large organization 
Not the least of these is shoe display. ach store front 
locations 


has at least two deep-set windows: larger 


sometimes have more. In addition, mass floor displays 


are used for impact. Price range of GallenKamp’s is 
predominantly in the low end, Four to six dollar shoes 
are heavy movers, and tops for the stores is somewhere 
around $12.95 

Maestro of window display in the Los Angeles group 


Dick De Bello. His is a 


he has no help in the trimming work, 


of stores is young one-man 


a staggering total of 21 complete 


operation 
schedule calls for 
window jobs every two weeks, plus an uncounted num 
ber of floor displays and gondolas to dress. A com 
plete change of window motif is made in all stores five 
This is the schedule for 


Cut-ins are 


oe 
times a year re-dress with 


trim. made new items every 


the 


with 
In addition, Dick also sells on 


mayor 
other week o1 so, 
floor on a commission basis. “Just to keep busy and 


not start loafing,” he adds, 
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Maestro of 


Dick De Bello Takes Care of the Windows 
for the 136 Store GallenKamp Chain and 
Sells on the Floor in His Spare Time. 


De Bello, 34, rather below medium height, with a 
shock of thick black hair and a bright smile that is 
heritage of his Italian ancestry, has been with Gallen- 
Kamp’s since being discharged from the army in 1945. 
Prior to military service, he had some experience in 
the shoe business back east. Enough to know he liked 
the work and wanted to come back into it when the 
war was done. 

He admits his assignment is a big one, but says that 


All shoes 


intended for the windows are formed up, using regulat 


by efficient methods it can be kept in hand. 


shoe forms, then given a light coating of Palco Smooth 


Leather Spray Shine. De Bello says, “hand finishing 


shoes for display is all right, too, but not in a volume 


operation like ours.” He also feels that results, from 
the customer’s side of the window, are just about in- 
distinguishable from the best hand-rubbed job. No 
finish rubbing is done; the spray dries the second it 
hits the leather and the shoe goes into the window just 
that way. De Bello says that the items on display can 
be dusted daily without affecting the gloss. 

An additional advantage of using this method of 
shoe finishing is that it provides complete protection 
to the items on display, De Bello says \ spray 


[TURN TO PAGE 78. PLEASE ] 


=< 
bai a 
Purchasing agent Joel Hermann watches Dick De Bello 
as he prepares a shoe for display. He shoots a very thin 
coat of spray shine over the entire surface and the foot- 


wear is then ready to go into the window without rub- 
bing or other finishing. 
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Large, bright and cheerful, the GallenKamp stores provide plenty of chairs for customers 
on the floor so customers can see, handle and touch are also basic in their volume merchandising 
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Vass displays 
technique 


How to Kun a Bicycle Contest 


Some time ago, | mentioned a bicycle contest in an 
Such 


have been put on time and again, some with real suc- 


article on advertising children’s shoes. contests 
cess but others drawing business only in a mediocre 
sort of way. 

First, the dealer 
didn’t make up his mind to go “all out” when he held 


There is a double reason for this. 
the contest. A contest will not sell the proper number 
of shoes for you if it is only done in a hop, skimp, and 
jump (I did not say skip—I said “skimp”) sort of 
way. A contest must be planned, co-ordinated and all 
of it pointed one way to be successful. It can be highly 


profitable IF properly handled. 
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by JAY B. SNOW 


The next thing is the mental attitude 
of the dealer This 
like a lot of psychological hokus-pokus to some hard 
that the 
hie ids 


are not so hard that they can’t accept (or at least try) 


important 


when he goes into it may sound 


headed businessmen. But the fact remains 


most outstanding dealers are the whose 


Ones 


a new idea even if it is foreign to their prior way of 
doing things. 

One man | worked for who put on a contest was a 
fine chap who took a lot of convincing before he would 
do anything. But when he shoved his hat on the back 


of his head and grinned a funny little grin and said 
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WHOS WHO... in Fashion Ledthon 


h who 
Wi0 followed up with another 


textured hit for the volume 


turned the Leather industry 
trade in the fashion-wise 


upside down by turning : 
choice side leathers split... 
inside out to bring you 


sensational ... | as Srushte’ 


THE SPLIT WITH THE DEEP, DEEP NAP 


THE TEXTURED LEATHER 


in BREZNER 


introduced a luxurious 


shadow-tone leather 
. . . equal to the best of 
the Continental textured € 


leathers .. . at a fraction 
of their costin... 


For leathers with a flair... 


NARL Better Buy Brezner 


THE LEATHER WITH THE 
a tai Smooths and Elks in Kips, Extremes and Sides 
Finished Splits 
Chrome Soles 
Suedes and Roughies . . . in blacks, whites 
and colors 
Ooze Linings 
Finished Linings 


The BREZNER DIVISION of ALLIED KID COMPANY 


145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 
“Fashion Right" Leathers from our Tannery, Penacook, New Hampshire 


ST. tous, MO CINCINNATI, OHIO NEW YORK AND PENN MIAMI, FLORIDA ORIENTAL EXPORT 
H. B. Avery Co John A. Spille Co Homer Beor Jack G. Mendelsohn Liebman & Cumming 


MILWAUKEE, WIS ROCHESTER, N. Y LOS ANGELES, CALIF San Francisco, Calif. 
Harold |. Stewart John E. Graham & Sons Russ White Co 


Handbag Representatives New York, N. Y., Chilewich Sons & Co 
Representatives in All the World's Leading Leather Markets 
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“LETS TAKE A TRIP” 


N ovel Children’s T.V. 


Program Focuses 


Bs 


Attention of Millions on 


Shoemaking and Demonstrates the Values They Receive in Shoes. 


Tue public, children and adults alike, have a better understanding 
and appreciation of how shoes are made as a result of CBS’ 
Take 

The 


realistically 


“7 el’s 
A Trip Program.” 
of 


over 82 


actual operations shoemaking (illustrated here) were 


televised stations and reached approximately 
six million viewers. 


The 


announcer, 


all handled 
Star Shoe 
converted 

1:00 


mechanics were by CBS—their engineers and 


Five 
they 
arrived at 


Using 
Long Island City, 
They 


moved five tons of equipment, 


Company's modern factory in 
into a television studio within 


A.M. 


mile 


a few hours. 


and 


tech 


on Sunday 


of ( able 


morning 


one thirty 


and 
nicians into the factory. 
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Above left: Finished 
shoe is viewed by ex- 
cited Il-year-old Gin- 
ger MacManus, 12- 
year-old Pud Flanagan 
and host and guide 
Sonny Fox. 


Left: Abe Weinman 
I ive Star } Pf, Se 
shows fine points of 
finished shoe to young 
sters in typical shoe 


factory scene. 


Pud's, Ginger’s and Sonny Fox's 
bring human interest to this 


thor a 


machine's 


of the last 
operation 


View 
ing 


Watching eyelets being 
put into a shoe 
shoe is cut out, 


after the 


or 


fhove: First step in cut 


ting the uppers of a shoe 


smiles 
shoe mak 


ing documentary 
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This is what 
Fabricushon 


does for a shoe... 


FABRIcushon foam-fabric lining 
adds glovelike flexibility and comfort 
to high styling... actually breathes 
for coolness . . . handles like ordinary 
fabric... keeps the shape. 


and this is what 


Fabricushon does for 
a manufacturer... 


“Two of our very best selling patterns have used 

FABRIcushon...There is no question but what 

FABRIcushon contributed a good part to the sales 
. which are continuing to hold up very nicely.’ 


JOHNSON-STEPHENS & SHINKLE SHOE CO. 


“Consumer acceptance can be borne out by the 
fact that we have used over 5 miles of FABRI- 
cushon in the manufacture of Dickerson shoes to 
date...and we look forward to the next 50 miles.”’ 


THE WALKER T. DICKERSON CO. 


ef P ry © 
A good bit of the success of our Trotter pattern can 

be attributed directly to the FABRIcushon lining... i US On 

we have promoted this feature in an outstanding way 


PROCESS PAaTENntTEO 


in our national advertising .. .’’ . 
BROWN SHOE COMPANY fabric-to-foam wedded forever 


Why don't you find out more about FABRIcushon foam-fabric lining . . . THE KENDALL COMPANY 
Andrews-Alderfer Division 


and what it can do for your sales? We'll be glad to help you. nil tein Acumen, lean: Gite 
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What’s the real lowdown on shopping centers and 
shoe stores? As most shoemen know, in past five 
years about 75 per cent of all new shoe store 
openings have been in shopping centers or simi- 
lar out-of-town areas. But now comes challeng- 
ing question: is shopping center growth reaching 
saturation point? And still other questions: 
How good has the shoe volume been in shopping 
centers? What does a shopping center demand 
of shoe stores? What’s the difference between a 
desirable and mediocre shopping center for shoe 
stores? 

“Shopping center” is a very loose term... 
shoemen misled by meaning. Three kinds of 
shopping centers: (1) the big regional operation 
highlighted by one or more major department 
stores as a drawing card. This is most desirable 
type of center for shoe store location . . . good 
traffic and volume; (2) community shopping 
center with a Penney, Grant, Newbury or simi- 
lar type of store as chief magnet... only a fair 
location for shoe stores; (3) the neighborhood 
center—simply a group of local stores packaged 
together. If it can support a shoe store, okay, 
otherwise no. é 


some 


Experts say it takes a population area of at least 
250,000 to support a major or regional shopping 
center... and there are only about 75 such areas 
in the country. Some areas can support several 
(Detroit has 13, Milwaukee 5, Dallas 8, New 
York more than 20, etc.) These are big to small. 
It takes three to five years to get a large shop- 
ping center operating. Many of the major com- 
munities have reached shopping center satura- 
tion point, can’t support more. 

Today there are estimated 2,000 shopping cen- 
ters (all sizes and types) operating . with 
another 2,000 under construction or planned. 
Many of the planned ones, however, won’t be 
built . . . desirable locations getting tougher to 
find, financing harder to obtain. So decline in 
pace of new shopping center openings will mean 
decline in many new shoe store openings that 
ordinarily seek sites here. 

How do the shopping center promotors or owners 
make their money? By charging stores mini- 
mum guaranteed rental per square footage, plus 
a percentage of gross sales. In general, they 
prefer established chains because they’re good 
risks. But the cost, say many merchants, is often 
too high for returns. Nevertheless, most shoe 
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stores report very satisfactory results to date. 
Shoe business estimates that shoe store must 
do minimum of $100,000 volume to pay off. Most 
do. But many have fallen short of this 
though chains hold on despite lower volume, to 
prevent competitor from taking over location. 
Recorder recently talked with heads of 20 leading 
shoe chains regarding shopping centers. Consen- 
sus is that major new shoe store expansion will 
still be in shopping center locations .. . but that 
pace of such growth will gradually slow down 
with expected slowdown in new shopping cen- 
ters. One chain head sums it up simply: “The 
growth saturation point for such locations is 
now definitely in sight.” 

Where does this put shoe business’ growth ex- 
pansion plans for the future? Population and 
shoe needs continue to grow... yet downtown 
and desirable shopping center locations getting 
harder to find. So where will “new” shoe busi- 
ness go? You can’t stop natural growth. So 
watch for fresh types of shoe store locations. 
One example: roadside stores. Both Kinney and 
Melville are “experimenting” with 
these stores already in operation. Growing num- 
ber of independent shoe stores have gone into 
roadside locations. The roadside store is by no 
means the new trend ... but simply an indica- 
tion that shoe business is seeking new kinds of 
outlets. 


several of 


Here’s pertinent comment by Robert Erb, presi- 
dent of Melville Shoe Corp.: “When the shopping 
center location for shoe stores reaches satura- 
tion, it’s very likely we'll see new types of loca- 
tions where shoes can be sold. We’re in a dy- 
namic, shifting economy that requires constant 
introduction of fresh merchandising and selling 
approaches to supplement or supplant old ones. 
Shoe part of this pattern of 
growth and shifting economy ... and new types 
of shoe locations will play an important role.” 


business will be 


Shoe manufacturers are spending a larger share 
of their ad budgets on cooperative advertising. 
According to a recent study made by the Associ- 
ation of National Advertisers, the share of shoe 
manufacturers’ ad budgets going into coopera- 
tive advertising rose from 29 per cent in 1950 
to 32 per cent in 1954. Today it stands at an 
estimated 35 per cent. This is one of the highest 

[TURN TO PAGE 78, PLEASE | 


53 


sete enn ent: sia Timo 





Shoemaking Facts 
about ‘‘Celastic’’ 
Soft Box Material 
@ Speeds shoe production be- 
cause it readily accepts 
steam for excellent worka- 
bility at toe lasting. 
Plenty of resilience 
“snaps back”’ every time. 


Soft Box Material Used with latex 


* A material for every shoe 
Adds the Feeling of Casual Comfort style. 

Ideal for lined or unlined 
shoes 
This newest of ‘‘Celastic’’ materials produces the firm, yet yielding, See ee Bere 60 Rees © 
toe which more and more women look for . . . and buy. Because it’s 


durable, toes will always look their best when made with soft-box 





“Celastic’’. Shoe manufacturers: for a demonstration or samples of 


this material call your United branch office. 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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Patent Moving Up 
Fast in Chicago 
THANKSGIVING week brought what 
Chicago shoe retailers needed—an end 


to the 70 degree days. Rain and snow 
stepped up sales in rubber and protec- 
tive footwear. The mood for heavier 
buying of winter type shoes also was 
heightened. Formal Christmas open- 
ings on State Street and elsewhere 
sparked some early slipper and other 
shoe gift item buying. 

Black calf is taking over from suede 
in both dress and tailored shoes. How- 
ever, patent leather is rapidly coming 
into its own and is expected to go up 
fast. It is already selling well in all 
price brackets and in all types. A 
newcomer which looks like volume is 
in the comfort and arch type field. 
Marshall Field & Co., devoted a quar- 
ter page advertisement to black patent 
comfort type shoes. Copy referred to 
patent as “almost a_ three-season 
leather accessory now.” Other Field 
advertisements suggest patent for wear 
with winter prints. 

Well accepted patterns include pat- 
ent with faille, and patent with velutto 
calf. -atterned pumps, however, are 
the top sellers in patent. Also in pat- 
ent, as well as other materials, there 
has been particular interest in decora- 
tive vamp treatments. 

Deeply dipped very tailored calf 
pumps with hand stitching for trim 
are also moving well. Vinyl, silver 
and white shimmer cloth with vinyl, 
and white or colored satin are active 
in the dressy shoe picture. The casual 
shoe division also continues most ac- 
tive, with black predominating to a 
greater degree than ever. 

Men’s shoes have shown renewed 
activity. Heavier types are selling. 
There is considerable interest in 
grained leathers in all types, but par- 
ticularly in the two and three eyelet 
ties. Shags are carrying over exceed- 
ingly well. 

” * + 


New York Sales 
Hold Firm 


THERE are usually mixed opinions 
about the weather but for the present 
it shakes down to this: some merchants 


consider the fact that New York is 
having fair and mild weather as a 
boon. Others feel that if we had some 
real cold, nippy weather with snow, 


it would activate the heavier and pro 
tective shoe selling. 

Men’s shoe retailers report that busi 
ness is coming bit. Dress shoes 
as well as slippers are selling and the 
ratio of lace types to slip-ons is about 
fifty-fifty. One merchant indicated: 
“Cordovan is a good color with us. As 
to slippers, we have been doing very 
well with the soft, glove leather types 
and the the 
colors.” 

Another merchant reported: “If we 
had cold and snow, men would be buy- 
ing shearling lined chukkas the 


up a 


preference is in lighter 
and 
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heavier weight dress shoes—instead of 
walking down the Avenue in basket 
weave and summer weight shoes.” To 
confirm his opinion, this retailer indi- 
cated that their mail order business, 
emanating from outlying and mid-west 
states and calling for shearling lined 
slippers and boots, is very good. 

In women’s shoes, retailers say that 
traffic in stores has been good. The fair 
weather has been helpful, especially in 
the suburban areas. Pumps are still in 
first position and, if anything, gaining 
in importance. For the most part, 
these are the closed types with tapered 
But there are still some women 
who prefer open types, especially for 
evening wear. 


toes. 


Black is in first position and in such 
leathers as calf, suede and textured. 
There have been good calls for alligator 





T: 


look is 
leggy 
frankly 


risque 










and 
very 
fashionable. 
Mules 

for 


every 





hour 


of 


the day. 





14" 





See Phone Book jor Ansonua Store nearest yow 
Chen smn nm ne + en + mt * 


covey ms 


Interesting use of depth, vertical type 
and lines to pull the eye down to the 
signature. Ansonia, New York. (3 cols.) 


shoes in black as well as brown, navy 
and red. 

Many retailers 
putting on special promotions on fleece 
lined boots in black, red, gray or bark 
also been put on slippers 
for women and chil 


of women’s shoes are 


Emphasis has 
for holiday gifts 
dren. 
Most 
sition a 
They are in an open-to-buy position if 
exciting 


merchants are in very good po 


far as inventory 18 concerned 


something new and comes 


along. General feeling is that figures 
at the year’s end will be equal to or 
five to seven per cent ahead of last 
year. 


* o * 
Christmas and Snow 


Boost St. Louis Sales 
FooTwEAR is selling substantially 
better than it was three weeks ago in 
St. Louis. Sales of women’s dress shoes 
are well up, down 
slightly, sales of men’s shoes up, chil 


sales of casuals 
dren’s sales steady. 

The Friday after Thanksgiving was 
reported by retailers to be one of the 
best selling days of 1956. All 
sters were on school vacations. 
tising was heavy. Weather was crisp 
but fair. Post-Thanksgiving mark 
downs were featured by all department 
and by many independent re 

All factors added up to a ban 


young- 
Adver 


stores 
tailers. 
ner day. 

With that start, buying in all cate 
yories has continued steadily. St. Louis’ 


first snowfall shot sales of children’s 
galoshes sky high. All colors and 
types moved in volume, with black 
rubber “arctics” perhaps leading the 


league. As one mother said, the black 
“arctic” boots are quite grown-up look 

meeting the favor of pre-teen 
The fact that they fit tight 
around the top yet open wide enough 
to tuck blue jeans inside adds to their 
popularity. 


ing, thu 
boy 4. 


Black smooth and black velvet trim 
med pumps are strong children’s sel 
lers in this pre-Christmas season. The 


average age of the pump customer gets 
lower says 
children’s manager. 


each year, one prominent 


“No longer are 


pumps bought for sis only when she 
reaches her tenth birthday. I’m find 
ing that tiny misses of five are good 


pump customers today.” 
In women’ hoes, end-of-November 
markdowns were advertised widely as 


from 15 


aving to as much as 50 per 
cent on fall and winter pairs. Re 
ponse was good. Retail stores found 


with as many customers as 
they could comfortably handle. Black 
{TURN TO FOLLOWING PAGE, PLEASE} 
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suede sales, which had tapered off dur- 
ing October and early November, ap- 
peared to revive for holiday wear. In 
the suedes, dressy pumps were favored, 
closed or opened up, but all flaunting 
of gold, silver, rhinestones or 
faille. In the medium price brackets, 
black slashed calf and also broadtail 
effect 17/8 heel pumps sold well at sale 
prices. 

Formal evening slippers, on display 
for the past month, have finally come 
to life. High heeled, open toe mules of 
gold or silver kid or metallic cloth are 
going well. Many feature pleated 
vamp treatments. Although stripling 
sandals are not news, many pairs are 
being picked up, both in gold and in 
silver. Some vinyl with rhinestone T- 
strap and decorated heel is moving at 
$14.95 and under. Plain gold kid low 
cut shell pumps on Louis-type heels 
probably rate as single best seller for 
the cocktail hour and later. In upper 
price brackets, satin appears to be com- 
ing in strong, especially in the very 
pointed toe silhouette. Both black and 
white are getting good response. 

Dealers in general report that sales 
of strictly evening have been 
heavier this year than in several win- 
ters past. One buyer feels that these 
increased sales mean that the average 
woman who knows fashion looks 
on her 1955 or 1954 evening slippers 
as too broad in the toe, too heavy, and 
too thick in the heel. 

High school to buy 
without leaving their same rut, that 
is, saddle oxfords, strollers, and smooth 
black shell flats. Sales of these types 
and of all casuals for women and 
misses have moved down in St. Louis 
as selling of holiday types has strength- 
ened. 

High school boys are 
heavy brogues and heavy strollers, 
while their dads favoring light 
construction more and more strongly. 
Men’s shoes sold much No- 
vember than in October the 
St. Louis area. Currently, many pairs 
of men’s casuals are being bought for 
gift-giving, along with and 
host shoes. Sales of gift slippers for 
men, women and children went into 
full swing before the end of Novem- 
ber and are still going strong. Co- 
ordinated harem slippers for mother 
and daughter are reported good novelty 
sellers for Christmas. 


trims 


shoes 


now 


girls continue 


still choosing 
are 


better in 
here in 


slippers 
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Denver Slipper Sales 
Are Best in Years 


THE year’s end looms in the Denver 
area with shoe retailers smiling. They 
had their slow laps but in the last long 
stretch, their business was sprinting 
far ahead of that of the previous year. 

With many, October had been a dull 
month; November opened at a fast 
pace and then dropped suddenly as 
heavy snows and unusual cold tem- 
peratures set in. But with Thanks- 
giving week, skies cleared, tempera- 
tures became mild and thousands 
thronged to the business centers to 
buy shoes for holiday activities, shoes 
for winter sports and gift slippers and 
The Christmas shopping season 
opened in Denver, Nov. 23 when spe- 
cial Christmas buying hours went into 
effect. 

Men’s 


shoes. 


showed a sur- 
prising surge in late November and 
early December and many retailers 
found their stocks of desert boots soon 
thinned. Desert boots for boys and 
men were selling at from $7.95 to 
$16.95. In men’s dress shoes, cordo- 
vans were getting a big play among 
the younger set and both smooth and 
textured leathers were selling well 
among the older men. Black still clung 
to its popular spot, but browns and 
tans were slowly creeping to the num- 
ber one spot and were expected to con- 
tinue to gain through the winter 
months. 

Some retailers were recouping shoe 
sale losses with the heaviest rubber 
footwear business in history. Over- 
the-stocking boots were selling well in 
both medium and higher-priced classes. 

Shoe sales were heavier in late 1956 
months in outlying shopping centers 


shoe business 


than in the downtown stores, many re- 
tailers said. Slipper business was re- 
ported best in years in both downtown 
and suburban centers. It started as 
early as August in some stores and 
maintained a steady increase. One 
leading shoe retailer said that his 
downtown store sold 125 pairs of the 
new $3.99 vinyl] slippers on one ‘“Down- 
town Day” alone. Another store re- 
ported as “terrific” its business in 
$5.95 slipons with vinyl vamps and 
high colored backs and heels. The 
same shop said that one of its most 
popular gift slippers ever sold there 
(an exclusive with the store) is a 
$7.95 fluffy llama number for girls and 
younger women. 

“Shoe retailers have done a better 
merchandising job of slippers this 
year,” declared a retailer. “I know 
we are showing a 15% gain in unit 
pairs sold, and we’ve never sold so 
many fancy slippers as this year. 

There was big demand for fleecy 
nylon fluff scuffs with leather soles in 
ice blue and holly red in the $5 class 
and corduroy pointed-toe closed slip- 
pers at $5.50 for women; gold cloth 
scuffs with white fur trim, candy 
striped closed satin slippers and closed 
combination velvet with tooled leather 
for girls in the $3.25-$4.95 range, and 
the tan saddle leather moccasin type 
slipper with padded soles and heels and 
pliable kid slippers with kid lining, 
hand-turned soles and leather heels for 
men (selling at $7.95). 

Resort wear and high-fashioned holi- 
day wear were selling well in most 
stores. Springolators, dainty stripping 
sandals with high heels and combining 
vinyl with black suede were selling in 
quantity in one salon from $18.95 up. 

[TURN TO PAGE 59, PLEASE] 
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open monday alte "til 9 


D’Antonio's gay broadtail beauties 


c idan Rid, 


Sophisticated lines are shown to advantage in this handsomely balanced ad. 
Styled by D'Antonio, broadtail beauties, not fur but as fabulous, as new as ‘57. 
Handbag matching. Jordan Marsh, Miami. {7 cols.) 
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MEN WILL DO MOST 
ANYTHING FOR... 


King Bee 


MEN'S 
SLIPPERS 
AND 
SANDALS 


AND ONE LOOK AT THE LINE 

WILL TELL YOU WHY 

IT’S A SELLER! STYLED FOR COMFORT, 
KING BEE SLIPPERS AND 

SANDALS HAVE THE FINE DESIGN 
AND HANDSOME APPEARANCE 

THAT MAKES YOUR SALES 

CURVE RISE 

YOUR CUSTOMERS WILL SEE TO THAT 
KING BEE SLIPPERS FEATURE 
BILTRITE NURON-FLEX AND 

NURON CREPE 

LIGHTWEIGHT SOLES. 


WRITE FOR THE NEW 1957 
FREE CALENDAR FEATURING 
THE LUSCIOUS KING BEE GIRL! 


; 
KING BEE « 47 WEST 34TH STREET - NEW YORK 1, NEW YORK Ali 
te 
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Introducing 


awrence 


"TOP 


New in the “Great American Family”’ 
/ 


Now Lawrence brings you Turftop, a new 
soft plush leather with a velvety hint of deep 
texture. Here’s a new mellow leather that’s 
sure to collect compliments that will echo 
throughout the fashion world. 

Turftop by Lawrence is ideal for unlined 
and lined men’s and women’s casuals. Its 
unique talent for styling and its exciting colors 
leave everything to your designer’s imagina- 
tion. If shoes are your business you'll do 
more of it with Turftop by Lawrence. 

Also in the Lawrence ‘‘Great American 
Family” is FINA, supple, mellow and rich; 
KEENA, a truly superb leather, and 
MELGO, a mellow casual leather. A. C. 
Lawrence Leather Company, Peabody, Mass. 


rOnCe_ 
TURFTOP 


...gtves shoes that wonderful feeling 
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One store reported “complete success” 
with a promotion of clear vinyl, back- 
less slippers at $14.95 with removable 
pom-poms in gold, silver, black, green, 
royal blue anu red. 

In the very high-styled category, 
directoire-inspired pumps were selling 
for $24.95 to $38.95 in peau de soie 


and brocades with both open and 
closed toes, jeweled bows or buckles 
and thin, high tapered heels. Misses 
or growing girls also were buying 


rhinestone-trimmed black suede pumps 
and tapered fiats. Reptiles in pumps, 
walking sandals and wedgies were con- 
tinuing to sell at a steady pace, most 
of them in browns and with matching 
bags. 


s * + 
Milwaukee Sales Rise 
After Thanksgiving 

First snowfall of the year right 
after Thanksgiving initiated a scram- 
ble in Milwaukee shoe stores for boots 
and slippers. Resultant traffic also 
proved an effective stimulus for kick- 
ing off in earnest the Christmas holiday 
business as well. Stores reported that 
the volume of the Friday 
following Thanksgiving compared with 
the best days on their record books, 
and augured well for the holiday shop- 
ping period ahead. 

Caspari, Inc., a leading neighborhood 
store, reported a heavy run on boots 
and extremely gratifying sales of grow- 
ing girls’ loafers. In the stylish brack- 
ets, they noted formidable sales action 
in their suedes and black opera pumps. 
Black leathers are well ahead of last 
year. 

Department store buyers agree that 
the outlook for the Christmas 


sales on 


season 
is a very bright one. At T. A. Chap- 
man’s new Capitol Court store, peak 
sales have stemmed from their black 
suede, closed toe numbers, retailing at 
$26.95. In the lower priced lines, 


sweater pumps with an elasticized 
faille collar in black suede and mid- 
height heels are proving exceptionally 
popular. Shag moccasins with a 
tip effect in subdued red, and 
black in a half-inch wedgie heel are 
accounting for a strong run of business. 

Packard-Rellin reports that they are 
racking up daily cash register totals 
well ahead of last year’s figures. High 
colors are selling surprisingly well, par- 
ticularly such shades as electric blue, 
kelly green and scarlet red. 

Brouwer’s noted a bright increase in 
volume in all lines 
tion of their extensive store remodeling 


lace 
taupe 


following comple- 


project. Men’s department reported 
strong action with shrunken grains. 
Hitting high sales levels were thei 


sheep-lined Chukka boots in 3/4 heights, 
with a moccasin toe. This style was a 
sellout, proving a big hit with their 
suburban and outdoor trade. 

Men’s black shoes are gaining consid 
erable sales strength. Proportion of 
black vs. brown sales at Brouwer’s used 
to be predominantly in favor of brown. 
tecent check shows the buying pattern 
narrowing to a 60-40 ratio, with brown 
still holding down the slim lead. Flat 
seam, black moccasin dress type shoes 
for men in the $9.95-$10.95 
bracket, featuring lock fasteners, 
proving very important items. 


price 


San Francisco Stores 
Expect Heavy Sales 
SAN Francisco’s pre - Thanksgiving 
rush of business gave shoe merchant 
an idea of what to expect during the 
holiday season. With the national elec 
tions over and with employment at a 
high level, an optimistic 
have hit the consumer. Spending is be 
ing done carefully but freely. 

In women’s shoes, customers are look- 
ing for both quality and style. Mer 
chants are responding by showing a 
variety of both toe decorations and hee! 


tone seems to 
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This type of ad. should sell in the $26.95 plus sophisticated market where it pays 
to be original. |. Miller shoes in textures from smooth to grainy in calf, suede 


or reptile. 
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sizes and shapes. Materials, too, are 
more varied 

Frank Werner has been 
variety of textures in black; 
attention to the fact that it has “every 
kind from smooth to grainy, from soft 
to shine, in calf, reptile, or 
smooth polished calf,” all in black for 
dress wear. 

Frank More has 


in “Tortoise shell 


featuring a 
calling 


suede, 


contrasting numbers 
magically inter 
preted in vinyl, amber-jewel pumps at 
$29.95." At the City of Paris the em 
on “Black Satin for the holi 
day season.” Sommer & Kaufmann are 


phasis is 


playing up “glowing brown Martinique 


alligators at $32.95" for the holiday 
dress parade 

Christmas decoration tarted mak 
ing their appearance soon after No 


vember first in both windows and inte 
riors, The City of Paris erected a huge 
35 foot Douglas fir Christmas tree in 
the rotunda of the main floor that 
stretched to the surrounding 
rotunda galleries of the fourth floor, 


completely decorated with 5000 colored 


upward 


of yards 
Other 
to convert 


glass ornaments and hundred 


of silver tinsel and streamer 
tores used pay decoration 
the hopping 


fairyland of color for the attraction of 


downtown center into a 


shoppers 
Philadelphia Shops Promote 
Slippers, Evening Shoes 

DiPARTMENT 
the 
in the pre-Christma 
the 
window 


tores all over 
participating fully 
pirit dom 


and shoe 


city have been 


elling 


inating general busines scene 


Street and newspaper ads 


were never more dramatic in creating 


gift 
footwear ha 


demand fot footwear 


Glamour been setting 
the 


viven 


pace tedroom slipper have beer 


additional selling space every 


where in pecially built revolving 


close to the 


elabo 
the 


and 


el Ve door in 
decorated display areas in 
hoe 
window 


hoe 


amount of 


rately 


tore and alon 


center of 
in out of the 
tion be 


a! 
al 


ordinary attrac 


and dre have 


ening 


oO been vetting a greater 


attention in display 


Bedroom slippers for every member 


of the family have been selling better 
than ever before as wgift Glamour 
and luxury styles make up most of 
ile for women’ gift and furry 
[TURN TO PAGE 70, PLEASE] 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 








New York 


New York shoe manufacturers indicate that production 
is in high gear. The majority of the shoes going through 
are for immediate delivery—to cover fill-ins and holiday 
business. There are enough orders on hand for future 
cutting to assure continuing production well into the next 
year. 

Rochester manufacturers say business is running ahead 
of last year and barring some unexpected development 
such as the threat of war, they look for moderate gains to 
Spring lines of women’s shoes have been given 
Bookings are said to be 


continue. 
a warm reception, factories report. 
running ahead of the same period last year. 

Nevertheless, there is the general feeling in the trade that 
many retailers will hold off for a time in placing orders. 
Some shoe men regard this as the normal pattern of pres- 
ent-day merchandising. 

Women’s shoe manufacturers note that patent leather is 
the outstanding favorite for spring. There is also a strong 
demand for textured leathers. Next to black, is the 
best color. Flaxes and similar shades in the Irost 
family are also much wanted. 

Slimmer heels are being picked, but medium heels are 


navy 


Coffee 


the most 

Very few increases have been made in 
shoes, and these have been small, 
maintain the same price brackets. 

Makers of children’s footwear are 
virtually unchanged. This also holds true of a 
which raised wages five cents an hour and increased fringe 
benefits following a strike. 

Concern about prices 
again” matter with upstate 
categories. Most reluctant to boost prices are the small 
firms making infants’ and children’s shoes. Keen competi- 
tion tends to discourage increases although all companies. 


common. 
price women’s 
permitting retailers to 
maintaining prices 


company 


seems to be an “off-again, on 


shoe manufacturers in all 


including makers of women’s footwear, find that costs con- 
tinue to edge upward. 

Most producers of juvenile shoes are operating at an 
active rate. New styles are infrequent and firms in this 
field expect little trouble 
if retailers order far enough in advance and the 
can maintain adequate labor forces. 

A continuing problem of most factories is to hold onto 
employes in face of 


in meeting deliveries for Easter 


factories 


competition with industries paying 


more. 


Los Angeles 


THE fall and winter selling season has progressed far 
enough for a definite 
Judging from manufacturers’ 


acceptance pattern to take shape. 


reorders and fill-ins, pumps 
are stronger than ever. As for materials, patent is the big 
leader, 


pebbled, and imprints of all types. 


followed closely by the textured hides; crushed, 
Narrow lasts and taper 
toes dominate in the high fashion lines, but their influence 
field as well. 


is also felt in the volume 


This black influence in pumps extends through all ma- 
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terials. In addition to patent, much reordering has been 
done in black luster calf, kids; even fabrics are strong 
in this color. Two-texture treatments have also done well. 
Calf accented with black textured leathers 
with patent piping, have brought much consumer response. 

Local production remains at a high peak, with no local 
manufacturer willing to admit he’s turning out less than 
Additional strength is given this statement 
is certainly no skilled help avail- 


suede trim. 


peak pairage. 
by the fact that there 
able; everyone who knows a last from a counter is working 


full time. 
Help shortage is especially keen in the casual factories 


which are getting heavy reorders for Christmas items 


Holiday selling in all lines has been excellent in this area 
certain to hit an all-time high, and 


Gross sales are almost 


fancy flats, flashily decorated novelty shoes, slippers and 
hostess footwear are getting a big share of the holiday 
dollar. This type of selling is admittedly seasonal but 


some big money made between now 
Only fly in the 


on the items that 


there is going to be 
and the first of the 
in getting delivery 


yeal ointment has been 


have proven them 


selves to be hot ones. 


In-stock houses continue to rate high in importance, 


especially in the lower end lines. In children’s shoes, 
they're getting heavy calls for traditional white elk oxfords, 
especially with black or blue saddles and narrow back 
straps. Sole materials vary. Increasing strength is being 
shown by lines showing the shoe with a white rubber sole 
and heel. Teenagers seem to be swinging back to this 
material again 

The popular patterns in boys’ shoes are becoming in 
creasingly like Dad’s. In the higher quality lines espe 
cially, the big sellers are simply smaller sizes of men’s 
wear. Roman cross-straps, gored slipons, one and two 
eyelet ties in textured leathers; it’s only the sizing that 
lets you know whether you're in the men’s or the boys’ 


department 


St. Louis 


Propt CTION activity is 


area and is expected to remain so. 


high level in the St 
Although capacity for 
is vet 


Louie 


many factories has not been reached indications 


are that peak production schedules will be the rule before 


the turn of the year. 
ister 


year late I has kept 
retailers’ At the National Shoe 


looking was high but buying was low 


Generally speaking, next 


spring buying down Fair, 


similar reports have 


from the several re gional shows which followed 


come 
Specifically, some St. Louis manufacturers find that they 
have already booked more orders for spring shoes than 
at this time last year. Gains on pairage and dollar basis 
are reported well ahead of 1955 for some producers. Pros 
pects for heavy buying by retailers in January are good. 
Manufacturers are not anticipating any trouble in meet- 


schedules, since orders will have been spread 


Easter, 
shoe retailer. 


ing delivery 
out over a longer than usual period The late 


officials should be 


sales 
agree, a real boon to every 


[TURN TO PAGE 72, PLEASE] 
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BECKTOE 
has everything! 


An Outstanding soft box toe 


every smart step of the way. 


“st » 





= 


SUBSIDIARIES AND AGENTS 


> 
SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin, (Milwaukee) 
Beckwith Box Toe, Ltd., Sherbrooke, P. Q., Canada 
ca Victory Plastics Co., Hudson, Mass 
- Safety Box Toe Company, Boston, Mass 
! N Cc. AGENTS: Wright-Guhman Co., St. Louis, Missouri 
Dellinger Sales Co., Reading, Pennsylvania 


The Geo. A. Springmeier Co., Cincinnati, Ohio 
Factory Supplies, inc., Milwaukee, Wisconsin 
203 Arlington Street - Watertown, Massachusetts EXPORT: Ralph S. Wilder & Sons Co., Boston, Massachuseils 
Colin Bailey, Port Elizabeth, South Africa 


BECKWITH PRODUCTS ARE BACKED BY OVER 50 YEARS OF BOX TOE MANUFACTURING EXPERIENCE 
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FOOT KING Fills 
22 Christmas Stockings! 


CHICAGO, ILI 


A Merry Christmas 
To All Our Friends 


A. S. KREIDER & SON CO. 
PALMYRA, PA. 





Editorial Outlook 


[ CONTINUED FROM PAGE 15] 


shoe retailing. The fact that shoe retailing has withstood 
so successfully and so long the pressures demonstrates 
its strong tradition of the merchant, his ability to solve 
his own problems and the necessity for rendering 
service beyond that required in other branches of 
retailing. 

The old line shoe merchant prided himself on know- 
ing what and how to buy and in what depth. He knew 
how to price profitably, when to promote, and how long 
to stay with a promotion. In recent years perhaps too 
much of the initiative in selection, pricing, and_pro- 
moting have been relinquished to the manufacturer. 
A re-emphasis of the important role of the merchant 
would restore this initiative to the retailer, whose 
responsibility to move merchandise, render service to 
his customers and earn a fair profit is primarily his 
own. 

\ better merchant approach to the solution of its 
problems and a continuing emphasis on service selling 
is the strongest bulwark shoe retailing can erect against 
the serviceless, off-the-rack, over-the-counter type of 


operation with which it is faced. 


Let's Take a Trip 
| CONTINUED FROM PAGE 51] | 


Here is an instance where a most effective public rela- 
tions job was done for the shoe industry on a mammoth 
scale. In one fell swoop, six million people saw and 
learned ‘about the romance of shoemaking. The shoe in- 
dustry has been trying to get this story across to the con- 
suming public for a long time. And this could very well 
set the pattern for future cooperation between national 
['V media, public relations groups and industry getting 
together to tell the story of a product from start to finish. 

In the meantime, a copy of the movie of the show is 


available for any groups that may want to use it 


Air-Conditioned Sidewalk 


Chism's Shoes in the new North Towne Plaza shopping 

center, San Antonio, Texas, has a unique feature—the 

shopping center has an air-conditioned sidewalk, cooled 

in summer and heated in winter. There are eleven stores 
on the completely enclosed walk-way. 
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Facts and Fictions 

of the Shoe Industry 
[CONTINUED FROM PAGE 45] 

Disappointment in 


offset in 
favorable sales. 


lion pair early 
subse- 

Past 
ires, however, are not an adequate 
tandard in the light of markets as de- 


fined by 


pring was certainly 


quent months by 


mea 


average purchasing power to- 


day. Shoe industry volume during the 
past year could have been at least 20 
per cent higher and the total would 
till have been considerably less in ra- 
tio to national income than 20 years 
ayo 


The Shoe Market for 1957 


The dimensions of the shoe market 
for the coming year can be described 
cither in the conventional terms which 


the industry has heard ad infinitum or 
by the facts of today and tomorrow. 
The typical and the usual forecast 
dwells on population and unit volume. 
Whether production next year will or 
will not reach 600 million pairs is not 
of grave importance any 
Unit volume of approximately 
that quantity can more or less be taken 


an j ue 


longer 


for granted. The real issue is whether 
or not shoes will command any in- 
creased proportion of available pur- 
chasing power, whether or not dollar 


shoe volume will expand to give sup- 
pliers and distributors the profit mar 


gins essential to and pros- 
perity. 

A year or two ago the concept of a 
new American market generated by 
rising living standards was new and 
unfamiliar. That is no longer the case. 
Facts have compelled every industry 
to take account of the vital changes in 
the standards of the average consumer. 
Those changes can be stated explicitly: 

People possess more real purchas- 
ing power than ever before. 

Higher living standards have 
transformed the American market 
eliminating the gap between class 


progress 


and mass. 

As consumers’ means increase 
their wants and needs begin to in- 
clude quality, luxury and the in- 


tangibles marking a new way of 
life. 

Price diminishes in importance 
as the determining force in con- 


sumer buying with the rise in liv- 
ing. 

A product must set new market- 
ing standards for itself and discard 
tags and outworn 

conceptions of potential consumer 

demand. 

The practical application of the fore- 
going to the shoe 
must so much on industry 
effort as on the merchandising action 
of individual companies. For a couple 
of unit volume, pairage, 
has been the major compulsion of shoe 
manufacturers and_ retailers. That 


outworn price 


premises business 


center not 


generations 





drive has persisted into a day when 
the new dimension in consumer ability 
to buy literally demands exploitation. 
Fear of losing pairage has hobbled pro- 
motional planning to the point where 
traditional price lines are visualized as 


almost insuperable barriers. They are 
not insuperable because they exist pri- 
marily in the mind of the industry. The 
fact is that consumers want better 
goods and need leadership to be shown 
how their expenditures can be chan- 
neled into products and ways that con- 
tribute to their new and higher living 
The fiction is the image of 

existed fifteen or 
a fiction that has 


standards. 
the as it 
twenty years ago, 
lost its validity. 

The shape of opportunity for the 
shoe business in 1957 is unmistakable. 
Shoes have only begun to participate 
in the transformation of living stand- 
ards which is now revolutionizing the 
American market. In footwear, there- 
fore, the scale of possible accomplish- 
ment through trading up is far greater 
than in almost any other consumer 
goods. Maintenance of present general 
economic trends and present consumer 
purchasing power are the assurance of 
physical volume, but that cannot be 
the only goal. Growth in dollar volume 
through trading up, through the sale 
of more quality, is within the reach of 
manufacturers and retailers. 

This is the question which shoe man- 
ufacturers and retailers must answer 
for themselves. 


consumer 


FROM DEEP IN THE HEART OF TEXAS ...TO THE ROCKBOUND COAST OF MAINE... 


CHAIRMASTERS’ CHAIRS Help Sell Shoes! 
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Let CHAIRMASTERS help you increase 
your volume and profit. Consult our 
planning department about the design, 


remember it takes more than shoes 
to sell shoes! 
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: 
layout and furnishing of your store... ° 
: 
‘ 


greater comfort, make 
it easier for salesmen 


to sell! 


An outstanding example of 
CHAIRMASTERS’ distinctive shoe 
store furniture is shown in Stanley’s 
Shoe Store, Amarillo, Texas. In this 
attractive shoe store, as in others 
throughout the country, 
CHAIRMASTERS’ 
creations give customers 








Style #3285 





200 East 146 Street @ New York 51, N.Y. @ CYpress 2-0600 
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Shoes and the 
Discount House 


[CONTINUED FROM PAGE 47] 


promotion or just for a swift turnover 
of some special item. Amazingly, Kor- 
vette turns a better over-all net and 
gross profit than does the average shoe 
or department store. It accomplishes 
the “impossible” by use of several mer- 
chandising techniques, which we'll dis- 
cuss shortly. 

One common misconception among 
shoemen is that the discount house 
deals chiefly in low-end merchandise. 
Korvette features shoes with a normal 
retail price range of $6 to $27, but 
sells them at appreciably lower prices. 
Its low-end prices aren’t always linked 
to low-end merchandise. A shoe that 
will regularly sell for $7 is priced at $5 
at Korvette; a regular $4 retailer will 
sell for $3 at Korvette. 


The “Loss Leader” 


The leader” is as common to 
Korvette as to the supermarket. It 
bought stockings at 42 cents a pair, 
sold them (5,000 pairs) at 19 cents. 
Press says his footwear departments 
make good use of the loss leader. For 
example, a felt slipper retailing regu- 
larly for $1 or more will be tossed in 
as a loss leader at 47 cents (Press had 
considered giving these away free to 
the first 2,000 customers . “What 


4“ a 
OSS 


could we lose—five or six hundred 
dollars?”’) 
But the shoe department, like the 


whole Korvette operation, insists that 
these leaders pay off by adding 
substantially to volume of regular mer- 
chandise. 

Says Sam Press, “We don’t think 
primarily in terms of net percentages 
but in net dollar earnings. With our 
increasingly huge sales volume in 
shoes we can have a very modest per- 
centage net but a highly satisfying dol- 
lar net.” 


loss 


What Kind of Shoes? 


What kind of footwear does Kor- 
vette carry? You name it and there’s 
a good chance that they stock it. They 
stock all grades of men’s, women’s and 
children’s shoes; slippers; work and 
hunting boots; tennis and casuals; rub- 
ber footwear; shearling boots; even ice 
skates. 

Says Press, “If it goes on the foot, 
we’re in the market to buy and sell. 
We’re willing to experiment with any- 
thing in footwear, no matter how novel 
or unique.” However, though a por- 
tion of the stock may be in the “unique” 
class, the great bulk of it is in basics 
and regular style footwear. 

As to the quality of the stock, Press 
states, ‘We don’t sell cheap shoes 
we sell good shoes cheap.” The shoe 
division—in fact, the whole Korvette 
operation—buys no seconds or defective 





merchandise. The stock is new and 
clean. The stores are promoting a 
slogan: “You can shop blindfolded at 
Korvette.” 

Press insists that in terms of real 
values, “the customer gets more for 


the money than the average shoe store 
can deliver” due to the lower markups. 


He adds, “We give them service in 
dollars and take our profits in pen- 
nies.” 

What About Brands? 

And now one of the biggest ques 
tions: What do Korvette’s shoe depart 
ments do about branded merchandise? 

The shoe departments are selling 
many “Nationally Known” footwear 


brands. A few are being sold to Kor 
vette on a regular basis. Others, how- 
ever, are sold to Korvette in job lots 
In almost every case the 
manufacturer Korvette with 
the understanding that the brands 
won’t be advertised by name but only 
as “nationally known brands.” Kor- 


or clearouts. 
sells to 


vette’s shoe division has upheld this 
policy. 

At first it was difficult to get any 
branded shoe line to come into Kor- 
vette, even under this no-advertis- 
ing agreement. This, however, has 


changed. Says Sam Press: 
“One reason is that we buy in such 
large quantities, with rapid turnover 
[TURN TO FOLLOWING PAGE, PLEASE ] 
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Here are exciting casuals with get up and 
sell. Examine these new continental styles 
—artistically designed, expertly crafted 
Guanto's are 
made in Italy on American lasts to Amer- 


—so light and flexible. 


ican sizes. 
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NEW REDUCED PRICES 
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and large reorders, and fast payment. prospective customers on hand. conventional slow-moving stock. Even 

It’s a mighty appealing arrangement The shoe department, like the whole his staples are moved swiftly and re- 

that manufacturers are finding hard Korvette store, is open every evening peatedly. 

to resist.” until 9 P.M.. and to 5:30 P.M. on Another vital part of the “secret” 
Korvette is buying some foreign Saturdays. lies in the very small amount of left- 


over stock which ordinarily falls into 
the “markdown sale” category, a pain- 
ful semi-annual profit-shaving process. 
At Korvette, stock moves so rapidly 
and thoroughly because of traffic and 
prices that a bare minimum of stock 


footwear, particularly English men’s 
shoes, and branded. These ordinarily 
sell for around $10, but Korvette sells 
them for $87 and $8 a pair. They’re 
bought from an import house. 

At first, Korvette, like most discount 


Stock turnover for the whole Kor- 
vette operation averages 9 to 12 times 
a year, as compared with the four or 
five considered normal for a depart- 
ment store. The shoe department has 


a stock turnover of eight to nine times ; yr 
10use é ace air-trade dif- , any ite alls victim to the clear- 
houses, was faced with fair-trade dif- . year, better than twice that of the |” any item falls m to 


ficulties on branded merchandise. Over iverage shoe store ance sale. This means that most of 
the past eight years, 87 fair-trade legal ~ . ‘i ( oat eee the original 20 per cent markup is ob- 
action suits were brought against Kor- For example, take a classification of tained. What little stock is left over 
vette, covering all merchandise. But tock in a regular shoe store, valued at i, cleared out quickly as “table mer- 
legal action on fair trade is now almost *!9,990, and sold at a 40 per cent chandise’ at markdown prices. Ab- 
dead. In fact, for 1957 Korvette will ™4rkup. This brings a $4,000 gross. solutely no stock remains out of cur- 
set aside no reserve at all for lawyers If that stock is turned over three times rent season. A rigid rule is that vir- 
to fight cases. in the year, it’s a $12,000 gross on tyajly all stock on hand must have 

$30,000 of stock. At Korvette, the current sale value. There’s no room 


The “Secret” ame amount and classification of stock 4 hold or carry out-of-season mer- 
, earries a 20 per cent mark up, for a chandise 
What’s the profit success “secret $2,000 gross. But Korvette will turn 


behind Korvette’s shoe department? that stock eight times in the year for 


5 eal 9 Low Selling Costs 
How can shoes be sold at a 20 per cent ,, $16,000 gross on $80,000 of stock. 


markup and very profitably when Al t he Korv } A further “secret” of the success 
the average shoe retailer needs at Almost no item in the Korvette shoe pattern is low costs. For example, 
least 40 per cent? department has a rate of turnover as selling costs for the Korvette shoe de- 


The answer lies in turnover rate. low” as that of the regular shoe store. partment are 40 to 45 per cent below 

Traffic in a Korvette store—traffic And some items have a spectacular those of regular shoe stores (even 
attracted by quality and branded mer turnover. For example, Press cites one though Korvette’s shoe salesmen have 
chandise at low prices—is often unbe initial order of $4,300. Over the course appreciably higher earning than aver- 
lievably heavy. At certain hours the of the year this item was reordered age). One obvious reason is the heavy 
customer must push and wedge his way for a total of $75,000. The turnover and constant store traffic wherein the 
through the crowds. Even at all other was better than 17 times for the year. salesmen’s time is used up with maxi- 
times the traffic is steadily heavy. Thus Though this is exceptional, turnovers mum_ productiveness, thus reducing 
the operation begins with the most of 10 or 11 times of some items aren’t ‘waste’ that raises selling costs. 
basic factor for success: plenty of exceptional. Press avoids stocking Korvette’s over-all costs (wages, 
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rent, advertising, overhead, etc.) 
amount to 14.5 per cent as compared 
with 33 per cent for the department 
store. Hence, costs are less than half. 
This is one important reason why Kor- 
vette can operate successfully with a 
markup of only 20 per cent, which is 
about half that of the department 
store. The same principle applies to 
the shoe store. 


An Example 


Take a specific example—Korvette’s 
hosiery department (annual sales of 
$350,000) as compared with a major 
U. S. department store with annual 
hosiery sales of $550,000. Korvette’s 
net before taxes is 13.9 per cent as 
against 9.6 per cent for the department 
store. For this hosiery section, Kor- 
vette’s sales are $1,750 per square foot 
of floor space as against $260 for the 
department store. Korvette turns its 
hosiery stock 11.7 times annually as 
compared with 6.5 times for the de- 
partment store. But the most amazing 
fact is that Korvette’s hosiery section 
earns a net take of $48,600 on its total 
stock of $350,000, as compared with 
$52,800 on $550,000 of inventory for 
the department store. Presumably, if 
Korvette carried the hosiery inventory 
of $550,000 it would have had earnings 
of nearly $90,000 as compared with 
the $52,800 for the department store. 
It’s no wonder that Korvette states, 
“If department stores try to match our 
prices with their cost setup, they will 
become losing operations.” 

Korvette’s shoe departments are pat- 
terned in the same economical manner. 
lor example, in a Korvette store to- 
taling 80,000 square feet of floor space, 
the shoe department occupies about 
1,500 square feet, an incredibly small 
space relative to the tremendous pair- 
age sold over the year. Much of the 
answer lies in the fact that the shoe 
department carries only enough reserve 
stock for 10 days of selling. There’s 
just no room for more. Lack of space 
is compensated by the rapid turnover 
of stock. Merchandise moves out as 
fast as it comes in. Korvette’s shoe 
sales per square foot of selling, stock- 
room and storage space are believed to 
be several times those of the average 
shoe or department store. 


Traffic and Turnover 


In the average soft goods store, shoe 
stores included, about $103 of business 
is done annually per square foot of 
space. At Korvette it amounts to 
$360. Again, the fantastically high 
volume is due to enormous traffic and 
high turnover. 

Korvette explodes another common 
misconception: that sales persons sell- 
ing shoes aren’t qualified or experi- 
enced shoe salesmen, and hence can be 
hired at lower wages. This is entirely 
untrue. Korvette’s present 22 shoe 
salesmen (the number may soon be over 
100 as new stores are opened) are 
trained, experienced shoe personnel. 
They know shoes and shoe fitting. And 
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lowest 
week. 


paid 
Says 
Press, “They don’t have to struggle to 


well paid. The 
over $100 a 


they’re 
man earns 


We deliver 


” 


make a good week’s pay. 
the traffic and they deliver the sales. 
In addition to earnings, each salesman 
gets a year-end bonus. 

The majority of shoes sold in Kor- 
vette are fitted by the salesmen 
though perhaps not to the time-con- 
suming extent as in the regular shoe 
store. In addition, there is “table mer- 
chandise”’ where shoes are bought 
largely on a self-selection basis. 

Korvette’s over-all sales 
low, amounting to only eight per cent 
of sales as compared with 18 per cent 
for the average department store. Shoe 
sales costs, as compared with regular 
shoe stores, are also low. This is be- 
cause Korvette utilizes the salesper- 
son’s time to a maximum degree. Fur 
thermore, 85 per cent of Korvette’s 
total personnel is directly involved in 
selling, as compared with only 50 per 
cent for the department store. 


costs are 


Buying 

Sam Press does practically all the 
shoe buying. He is “in the market” 
daily around the clock, seven days a 
week, ready to make a buy at the flick 
of a finger. His phone at home can 
ring at any hour of the night, or on 
Sundays and holidays, with out-of-town 
calls from some seller with a hot item 
or quick deal. Recently, he was in the 
hospital for about a week with a minor 
and temporary ailment. His phone, 
posted beside his bed, rang constantly, 
and during that week Press bought 
thousands of pairs of shoes. 

On shoe buying, Press 
“We'll buy anything that’s 
Basics and middle-of-the-road 
always stocked. But plenty of 
hot items for quick turnover. I’m in 
the market constantly scouting for new 
or hot things. I’m open to be a guinea 
pig for anyone with anything new. 
We figure we can’t get stuck 
with the traffic we draw.” 

On practically every buy, Press de 
mands instant delivery. He buys for 
immediate delivery and immediate sell 
ing the moment the stock hits the 
Little of his purchasing is advance-of 
buying in the conventional 


declares, 
wanted. 
hoes are 


also 


much 


tore 


season 

manner. 
The shoe department advertises lo 

cally in the newspapers of its two Long 


Island locations. Press is stepping up 
his ad budget. He says that “the 
store’s advertising department is con- 


stantly after me to do more advertis 


” 


ing. 
Behind the entire Korvette opera- 
tion is Eugene Ferkauf, an amazing 


young man of 36, who started the op- 
eration in 1948 on a shoestring of $4, 
000, which by the end of next year will 
have swelled to a fantastic $200 mil 
lions in sales. He started with 
of his father’s two luggage shops in 
New York City. He converted this 
business into a discount business, 
gan adding a wider variety of stock, 
all going at discount prices. By 1951, 


one 


be- 








now in a greatly enlarged store, his 
volume was over one million, and by 
1953 had reached nearly $10 millions, 
now with a Westchester branch. At 
the end of 1956 the business is operat- 
ing on a $63 millions annual volume 
with nine stores. Plans are for 20 
stores by the end of 1958, with an an- 
nual volume of over $200 millions. 


The Newer Stores 
The newer Korvette stores, hand- 
somely modern, are mushrooming out 
into the suburbs, as are many of the 
other discount houses. Korvette is 
also planning branches elsewhere, such 
Springfield, 


as in Harrisburg, Pa., 

Ma and in other cities. Says one 
Korvette executive, “The discount 
house has only begun to spread its 


wings. There are hundreds of U. S. 
cities where we can expect the discount 
house to become an integral part of 
the local economy in the years ahead. 
tut with modern, streamlined stores 
where it will be a pleasure to shop. It’s 
going to change the whole face of re- 
tailing and merchandising.” 

Korvette, though perhaps the largest 
of the discount houses, has company 
in other discount giants such as Mas- 
ters, Modell, Vim, Friendly Frost, ete. 
All have ambitious expansion programs 
on the boards. 


What’s the outlook for shoes and the 
discount house? Sam Press comments, 
“The discount house has a wonderful 
future—if the public is given a square 
deal with good merchandise at low 
prices. But if the greedy operators 
come in with shoddy goods and ques- 
tionable practices, they can kill the 
golden goose. We've proved we can 
sell tremendous shoe volume at low 


prices but with a good profit, with the 
benefitting with good 
values. We intend to make this a pat- 
tern for rapid and successful growth.” 


customer also 


“Tough Competition” 

feel about 
Suos Ri 
selected 


other shoemen 
” Boor AND 
number of 


I low do 
this “trend” 
CORDER queried a 
top executives in shoe chains, shoe de- 
partments of department stores, and 
independent volume stores. The con- 
sensus is that the discount house is 
something to cause anxiety for regu- 
lar shoe business as a potential com 


petitor on a national scale. One shoe 


chain head summed up many of the 
views: 
“This can be the toughest kind of 


competition if it gets moving on an ex 
panded But there’s no use curs- 
ing or condemning it. That’s certainly 
It’s a significant develop- 
ment in modern merchandising. If the 
public likes it, we’d better do some 
adapting. The discount house is giv- 
ing us some real lessons in costs, pric- 
ing, and over-all merchandising tech- 
niques. And despite all our claims 
about shoe business being a personal- 
ized business—-which is true—the dis- 
count houses are selling hundreds of 
thousands of pairs of shoes.” 


scale. 


no solution 













Review of the 
Retail Trade 
[CONTINUED FROM PAGE 59] 


popular for little 
soft leather, suede, 
bedroom 


sparkly 
girl 
and 


types are 
Comfortable 
flannel are 


slippers pre- 


ferred for men 

found 
pecial booths 
wallets, 


Some shoe stores have extra 


holiday sales 


for handbags, 


in creating 
belts, hosiery, 
and ornamented evening bags 
* 7 * 
Twin City Stores Press 
For Early Season Sales 

MIN NEAPOLIS-—-Shoe and de- 
partments have joined the general cam- 
early Christmas shopping. 
interior decorations for 

season were out early 
making a good response 
bad weather condi- 
Shoes prominent in the 
Christma with sugges- 
tion that they be purchased for smart- 
ness and comfort in shopping, for gifts, 
and for holiday festivities. 

Powers offered textured calfskins for 
smart wear with nubby fall and winter 
costumes in a number of stylings sell- 
ing for $19.95. Another group of win- 
ter calfskins in this store featured 
sling pumps in black or brown; shop- 
with toe in black 
calf; and strap sandals in black calf. 
Prices were $19.95 and $18.95. 

Dayton’s featured two-toned pumps 


stores 


paign for 
Window 
the Christmas 
and traffic is 
in spite of 


and 


some 


tions. are 


sales picture 


per oxfords open 





SHOWROOMS: New York 


with low heel, cut with bowed V-throat 
in black, brown or gray. High and 
mid-heel spectators were also featured 
in white with tan, white with blue or 
white with black patent. 

Low-cut pumps are selling well in 
both high or little heels. Black or 
brown have the highest sale but other 
colors having some sale are navy, mink 
mist, gray or red. Black patent is sell- 
ing well. Alligators and lizards, and 
fabrics are good, with calfskin and 
suede best sellers. Napier showed 
broadtail calf with high heel and 
pointed toe, in black, selling for $26.95. 
Also featured were black patent, brown 
calf or navy calf with faille collar in 
low-cut pump with trim, selling 
for $14.95. 

Stendal featured a group of high 
fashion shoes in black patent in smart 
new designs, suitable for dress. Jack- 
showed tied wedges in 
suede in open toe and heel in black or 
brown. 

There has been good demand for 
winter outer footwear, particularly for 
children. Among these selling well are 
high buckle boots and zipper 
with flannel linings for warmth. 
or brown are the popular colors. 

” * *” 


bow 


on-Graves 


boots, 


Red 


SAInT PauL—Newspaper advertise- 
ment of shoes has been very high as 
merchants present a great variety of 
foot wear. Heavy snow and cold 
weather brought out many advertise- 
ments devoted to descriptions and cuts 


of overshoes for both adults and chil- 
dren. Among the adults’ overshoes of- 
fered were lightweight nylon boots with 
plaid lining and one-button closing; 
nylon stadium boots with fur cuffs and 
zipper closing; plaid winter boots with 
sheepskin lining and skid-proof soles; 
elasticized nylons and shower boots of 
water-proof poplin with two-button 
closing. Colors were black, brown, 
charcoal, navy or tan. Prices ranged 
from $4.45 to $9.95. 

The Emporium featured holiday 
shoes for evening wear, extremely 
light-weight and cut low, sleek and 
slender. They were made up in black 
suede or gold kid, black ripple cloth, 
vinyl and in combinations of 
black suede and vinyl. Also offered 
were backless shoes with closed toes 
and high vamps and slim heels in black 
or brown suede and bow-trimmed back- 
less spring-a-lators, both styles trim- 
med with rhinestones. 


clear 


For street wear, pumps are best in 
Square-throats and _ ribbon- 
toe styles in black or 
navy suedes or calfskin are leaders. 
The new sheath line is selling well. 
teptiles, with matching handbags, are 
very good. They are being suggested 
as Christmas gifts in both shoe and 
handbag departments in matching dis- 
plays. Flats are shown in new colors 
for casual wear. Like other types of 
shoes, they are cut lower and give the 
look of less shoe which is the promi- 
nent feature of today’s shoes. 


sales. 
edged pointed 


emphasis on 


structural strength 


and contemporary design 


126 years the leading makers of 
chairs and tables for public use 


Write us your seating requirements. 
We will send appropriate 

illustrated material. 

THONET INDUSTRIES, INC. 
One Park Avenue, New York 16, N, Y. 


Chicago Dallas 


Los Angeles 


IinODuSTR 


THONET 


Miami Statesvilie, N. C. 
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How to Run a 
Bicycle Contest 
[CONTINUED FROM PAGE 49] 


“Let’s try it!” I knew that that was 
my signal and that he was ready to go 
all out. 

I think this mental attitude of his 
was developed by a shoe manager he 
worked under in a J. C. Penney store 
in the middle west when he was a 
young man. He often told me that when 
they put a lot of sale shoes out on 
tables that they wanted to move, the 
manager would make them THROW 
THE EMPTY BOXES AWAY. He 
didn’t want the men on the floor to 
think during the sale that they were 
going to do anything but sell ALL 
those shoes. 

I have put on contests in other 
places where I had to sell the employer 
on trying the contest, and they did 
not get 100 percent returns. The reason 
I emphasize this before I go into the 
actual details of how to put on a con- 
test is that the WAY you go into it 
is going to decide how well you do 
even before you start! If you’re only 
lukewarm on the idea, don’t try it! If 
you’re all steamed up, it will be a 
money maker for you! 


Build Up Your Stock 


The first thing to do when you start 
a contest for youngsters in a shoe store 
build up your children’s stock. 
You’re going to do more business and 
will need it. 


is to 


Now if you yourself can’t win kids 
over, put your best man on the floor to 
be in charge of your contest. Pick a 
man who will treat youngsters like 
little people, who will talk to them and 
not down to them. 

You will need a lot of flyers printed 
about your Bicycle Contest to hand out 
the next several afternoons to boys and 
girls as they are let out of school. This 
should be done by people who can talk 
to the youngsters and them in- 
terested. 


get 


And give away lots of prizes. A boy’s 
bike and a girl’s bike, cameras, foot- 
mitts and bats, 
dolls, electric trains, sewing kits, world 
globes, games, skates, and a lot of ete. 


balls, baseballs, gloves, 


This isn’t quite as expensive as it 
sounds. First of all the average chil- 
dren’s shoe factory will see that you 
get your flyers very reasonably. I have 
found that if you come up with a good 
idea your sources will play ball with 
you. Usually, too, you can buy your 
prizes at wholesale prices through your 
factory connections if you don’t have 
connections yourself. 

The youngsters who come in to your 
store and register for the contest will 
get 1000 points for registering. Don’t 
skimp on points; kids like big num- 
bers. Explain to them that every week 
they will get a card in the mail (young- 
sters like to get mail) about how they 
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can win extra points that particular 
week. This will be where your sales 
come in. 

And emphasize at the beginning that 
they get 200 points for every pair of 
old shoes they bring in (regardless of 
condition). So they run home and 
scrounge through the family closet for 
every pair of old shoes kicking around 
and ask Mom if they can have them 
to help them win the contest. Then the 
aunties and uncles start cleaning out 
the old shoes in their closets to help 
their little darlings, and they mention 
it to their friends. 

You will explain to the youngsters 
it would be a fine idea for them to go 
out every night after school and go 
from house to house in their neighbor- 
hood and tell the people that they are 
in your Shoe Store Contest, and that 
they get 200 points to help them win 
a bicycle for every pair of old shoes 
they bring in. Be sure and tell the boys 
and girls to tell these people that these 
old are given to the Salvation 
Army. You will find the SA will be 
happy to get these shoes too. They will 
sort them out, rebuild them, and dis- 
tribute them to deserving people who 
need them. 


shoes 


Is That Bad? 


Now what are you actually 
here? Every family in the country has 
a pile of old shoes kicking around that 
they still pull out and wear now and 
then. If they give them to a kid in 
your contest they don’t have them to 
wear. Soon they will have to buy more. 
Is that bad? 


doing 


Customers have told me time and 
again during these contests, “This 
store’s name has been mentioned to 


more people by boys and girls in this 
area than any other in years.” 

Now you’re rolling. Let the contest 
run a couple of weeks with the kids 
bringing in old shoes, and at the end 
of the first week get a card in the mail 
showing the youngsters’ standing. You 
can do this with a Cardmaster, which 
is a little printing machine run by 
hand, and you can knock out hundreds 
of cards from a stencil in no time at 
all. it’s lots of work but it’s im 
portant. Write the three top kids a per- 
sonal letter of congratulation. The re- 


Sure 


action will surprise you. 

Next send out a card saying that the 
following week 1000 points wiil be 
given to every boy or girl for every 
pair of work shoes purchased in your 
tore by the child’s family, friends or 
the people they have gotten old shoes 
from. The children also get ten points 
for every dollar spent in the store by 
anyone who gives them the points; and 
in addition, that particular week, they 
get 1000 points for work 
shoe sale. 

To benefit most 


bonus each 


from the solicitation 
the youngsters make to strangers for 
old shoes, give the kids a scratch pad 
with the name and address of your 
store stamped on each page. The 
youngster can put his name on these 





slips, and when he asks for old shoes 
he gives the person he gets them from 
one of these slips and tells him that if 
he buys any shoes he should buy them 
in your store and give him the points 
for the contest. 

Most people like children. Even if 
they have never been in your store be 
fore, when they need a pair of shoes 
they will think of the child and your 
store and come in to buy. Then it’s 


up to you. Get the name and address 


of the new customer and keep your 
follow-up mail going out. 

The following week send out your 
cards to every boy and girl in the con 
test telling them they will get 3000 
bonus points for every pair of chil 


dren’s shoes purchased that week 
and watch your sales go up! 

The next week you give 2000 bonus 
points for every pair of women’s dress 
shoes sold. And of the chil 
dren continue to get 10 points for every 
dollar spent. The point in dropping 
from 3000 to 2000 bonus points here 
think that 


course 


is so the customers will not 


every week the bonus points will be 
larger and wait until the last of the 
contest to buy. Then the following 


two weeks have no bonus points at all. 
Just the standard ten points for every 
dollar spent. 


Now get set for a biggie. This next 


week, give ten thousand bonus points 
for every pair of women’s hose sold 
regardless of the price of the hose. 


Time this Mother’s Day or 
around Christma and don’t forget to 
put on a couple of extra hosiery girl 

hoe store sold more hosiery 
in a week than all the other stores in 
town including the king sized depart 


close to 


Once our 


ment store. 


Getting Hot 
By now your contest is getting hot 
Hit a week with 4000 bonus points on 
men’s hoes. Next 5000 
Giving greater 
shoes or items 
looks a 


an even 


dress point 
lipper. 
3 expensive 
leaves a taste 
if you are giving all the kids 
break regardless of family 
And it sells LOTS of your 
items—and—makes money. 
Then have another week of 
the following week 


on any house 
points on je@s 
weet since it 
income 
smaller 


traight 


ales, and start 


this: You give three hundred points for 
every boy or girl in the contest who 
brings in another child to register in 


the contest Kids will come in drag 


ging as many as twenty others at a 


time. These children won’t be inter 
ested in your contest; it’s gone on too 
long. Sut tell them they will get an 


award, and you will get a long, long 


list of names which you are going to 
ise to make a profit. When the chil 
dren start lagging at bringing in 


signees, wind up your contest. 


$y now you will have about 20,000 


pairs of old shoes. And by the way, 
you'll be so sick of old shoes you won't 
know what to do. You have already 


made arrangements with the Salvation 
[TURN TO PAGE 78, PLEASE] 
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SOMETHING TO 
CROW ABOuT/ 


D HAT GENUINE LEATHER is best for grow- 

ing and active feet has been well es- 
tablished by leading foot health authorities 
and accepted by the consuming public. 


“SUPERSOLE” retains ALL the desirable 
characteristics of genuine leather, including 
natural “breathing”. Its lighter weight, 
greater flexibility and water-resistance are 
tanned right in by the exclusive process that 
makes it the finest sole on the market today. 


Best of all, “SUPERSOLE” guarantees 
LONGEST WEAR — that “extra something” 
that turns customers into friends and keeps 
cash registers ringing! 


isn’t it time YOU tried “SUPERSOLE” ? 


VIRGINIA OAK TANNERY 


SALES CORPORATION 
27 SPRUCE STREET NEW YORK, N. Y. 


Manufacturing and Markets 


CONTINUED FROM PAGE 6] 


Ihe lengthening of the selling period increases volume 
possibilities many percentage points, it is felt 

Latest reports from the Eighth Federal Reserve District 
show higher inventories of men’s and boys’ footwear than 
at this time last year Stocks of women’s and children’s 
shoes, however, were given as two to three per cent lower 
than corresponding period of 1955. These statistics sub- 
stantiate the fall retail reports that men’s shoes moved 
more slowly from the shelves than either dealers or manu- 
facturers felt they should 

The women’s trend picture for spring shows gray, pre- 
dicted mainly as a high fashion color, filtering strongly 
into the medium priced field, particularly in flats and in 
mid-heels. Gray punched pig flats are volume sellers for 
one producer, second only to flax. Style men and women 
report that the light beige tones are even better than they 
were during the spring of 1956 

Tapered toes are being accepted and liked everywhere 
at all price levels, manufacturers cheerfully report. One 
stylist predicts that the plain unadorned opera pump, as 
such, is passing from our footwear picture. His firm has 
gone so far as to take stock pumps and deck the vamps 
with enough trim to add that special air of elegance 
women today demand, He feels that spring’s best selling 
pump will be a tapered toe. softly constructed, trimmed 


shoe on mid heels 


Chicago 


NITIAL spring buys have been about completed in the 
Chicago market. These orders were written in manufac 
turers) show rooms, by salesmen on the road and at re 
gional shows. The Jatter shows have done reasonably well, 
considering their proximity to the National Shoe Fair and 
the Popular Price Show. Many of the smaller retailers 
used these shows particularly for fill-ins for holiday 
business 


A fairly consistent buying 


pattern emerges. The volume 
of business placed to date is probably slightly lower than 
a year ago his is due to the fact that many retailers 
want to maintain a much larger open-to-buy. This is true 
even of those buyers who are considered heavy users of 
taples. Inventories are lower and retailers want to keep 
them that way They are aiming at a better turnover for 
this spring season. They are scheduling shoes later than 
normal, This helps factories with their production sched 
ules and deliveries It also spreads out the retail inventory 

There is much greater concentration of buying, both 
by lines and by number of patterns within lines. There is 
a marked trend to buy fewer patterns than ever before 
within each line. However. the size run is stepped up in 
each pattern bought. The aim is the best selling patterns 
available in all sizes and with the best colors represented 

Chis concentration will keep retailers closer to the manu 
facturers’ stock. It will also make it possible for them to 
resize during the entire pre-Easter period. This patter: 
is evident in men’s, women’s and children’s shoes 

Gains of approximately six per cent are estimated fo: 
spring business. The late Easter is not expected to have 
any appreciable effect on volume. Advantage of bette: 
weather should help clear shelves, however. The extra 


three weeks will also stretch the spring business out farther 
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Retailers Conduct Course in Shoe Selling 


High School Students Enrolled in Illinois City as 
Part of Plan to Solve Problem of Salesman Shortage 


KANKAKEE, ILL. Local shoe re- 
tailers have found one solution to the 
shortage of shoe salesmen. The Kan- 
kakee Shoe Retailers, an active organi- 
zation, has instituted courses in shoe 
salesmanship in cooperation with the 
Kankakee High School. 

The classes were started in order 
to have a pool of part time help. They 
are also being used to recruit young 
men into the shoe business. High 
school students who want part time 
work in shoe stores are enrolled in the 
course. 

The course is made up of four ses- 
sions. Each is held at a different shoe 
store. Representatives of each store 
serve as instructors. Thus, the students 
have actual! shoes and other shoe store 
equipment to work with. 


The first lesson is devoted to customer 
approach, seating and the psychology 
of starting the sale at the door. It also 
includes explanation of the various 
types of shoes. 

The second session covers reading of 
sizes by codes and the run of sizes in 
stock. Proper fitting of shoes, including 
measurement of feet and the 
various measuring devices is the third. 
The last session concludes with the gen 
eral subject of selling, closing the sale, 


use of 


and also suggestion selling. 
Don Chamberlain is chairman of the 
organization. 


The same group of retailers has at 


tracted considerable attention with 
their joint shoe show held for the 
public each spring. 





New Store’s Twin Entrances 
Adjoin Two Parking Lots 
PHOEN]X, ARIZ.—‘Twin entrances” 


at the front and rear are outstanding 
features of the new store which Ernie 


Brewer Children’s Shoes has opened 
here. 
Located in the new Town and Coun 


try shopping center, the store is the 
third to be opened by Ernie Brewer, 
owner, who has set something of a rec- 
ord in the sale of better priced chil- 
dren’s shoes over the last five years. In 
locating his new 2113 East 
Camelback Drive, Mr. Brewer is follow- 
ing a sharp population trend toward 
the city’s northern suburbs. 


store at 


With parking space for more than 
2,500 automobiles, the center is built 
with its 105 stores radiating out like 


the spokes of a wheel, with parking 
space in between. Consequently, with 
parking spaces in front and rear. Mr 
Brewer built “duplicate entrances’”’ 
front and rear which framed in 
antique brick and give equal access to 
the 60 by 30-foot interior. 

Outstanding features within include 
a knotty-pine atmosphere and_ stock 
rooms which run the entire length of 
the store, curving gently from 
end of the store to another for conven 
ient access to reserve shoe stock. Seat 
ing 40, store puts heavy em 
phasis on matched handbag and 
sets for girls and a substantially en 


are 


one 


the new 


shoe 


larged choice of casuals. 
The general color scheme is 
and beige, with dark fixtures contrasted 


brown 
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with lighter walls, a green carpet with 
chairs, and natural-finished 
woodwork in chair legs and backs. 

Mr. Brewe1 
velop the new store because 1956 sale 
a new for his two original 
By the end of August, his vol 
ume was 30 per cent over the 1955 Au 
gust figures, and has 
sharp increase ever since. He attribute 
this largely to the fact that 


matching 


was encouraged to de 


set record 
stores, 
there been a 
he keep 
the 
around, following up on a mailing list 
of more than 5,000 customers in Phos 
nix, all of whom are contacted by mail 
a minimum of four 
with the announcement of 
and special sale event 


from one to two girls busy yeal 


times per year, 


new styles 


Four New Shoe Stores Opened 
In Toledo Shopping Center 


TOLEDO, O.—The recent opening of 


the $10,000,000 Great Eastern Shop 
ping Center, on Woodville Road in East 
Toledo, containing 39 stores on an &87- 


acre tract, heralded the addition of 
four new shoe stores, as well as several 
other stores offering shoes. The center 


has paved parking for 5,000 cars, and 
is the second in Toledo to be developed 


by Don M. Castor and Son 


The four shoe stores in the center 
are Balin Shoes, Crosby Shoes, Kirby 
Shoes, and Thom McAn Shoes. In ad 


dition, the center has outlets occupied 


by J. C. Penny Co., W. T. Grant Co.: 
B. R. Baker Co., men’s wear; Richman 
Bros. Co., men’s wear 


Boston Ketailers Organizing 
Cooperative Group 

Boston—-At the suggestion of Daniel 
Bloomfield, executive vice-president of 
the Retail Trade Board of the Greater 
Boston Chamber of Commerce, Boston 
shoe retailers are exploring the possi 
bility of organizing within the Retail 
Trade Board a group which will meet 
at regular intervals and discuss prob 
lems of common interest. 

At least one of these already being 
talked of is some form of cooperative 
effort to increase sales in the city 
stores, and figures are now being com 
piled which can be used in newspaper 
consumers with 
stores ready to 
wider 


publicity to impress 
the wide variety of 
serve them and the 
chandise selection available. 

A dozen or more key retailers at 
tended a November meeting called by 
Mr. Bloomfield and were told of the 
advantages, not only of membership in 
the Retail Trade Board, but also of the 
which can be gained by a 
Prior 

an 


even met 


knowledge 
free exchange of information. 

to the meeting, Mr. Bloomfield 
nounced the election to the Retail Trade 
Board’s board of governors of Philip 
B. Bayes, president of Solby Bayes Co 
Another shoe man, Augustus Bourneuf, 
of the Thayer McNeil Co., has been a 
member of the board for some time. 

At the meeting, retailers endorsed 
the idea of forming such a group and 
named a committee to outline the 
agenda for the next meeting to be 
held some time in January. On the 
committee are Mr. Bourneuf, Mr 
Bayes and Ted Scheft of the H. 
Scheft Co. which operates several re 
tail shoe outlets in Boston 

In the meantime, shoe the 
city proper will be approached by in 
men and a concerted ef 
large 


stores in 
terested shoe 
fort will be 
majority in the group now in proce 


formed 


made to enroll a 


of being 


New Store Opening Expands 
West Coast Chain to 42 


SKATILE, WASH.—Thirty-three year 
ago the Block’s Shoe Store opened in 
a stall of the Seattle Public Market 
Now, a new Block’s in the University 
Village Shopping district marks the 
growth of the chain to 42 stores, six of 
which are in the Seattle area. Robert 
J. Block, president of the firm, is the 
third generation of the family to take 
over management of the busines 

The Seattle store incorporate 
all the that have found 
to be most effective and productive dur 
ing the past This include: 
fluorescent-lighting tubes covered with 
fiber glas clear-vi 
color scheme ranging 
deep green to light chartreuse 


new 
feature been 


ten year 


doors and a 


shades of 


ion 
from 


Harry I. Ash, is director of merchar 
dising for the chain. Albert Kephart 
will manage the new University Village 


tore 






Hahn Shoe Celebrates Kightieth Year 


Evidence that the Hahn Shoe Stores are good places to work is shown in this 
group of 14 Hahn employees who have worked in the Hahn organization for 30 


yeors or more, 


Weisberg, buyer; N. Levy, salesman; Gilbert Hahn 


Left to right, back row: Frank Manoldo, shoemaker; Raymond 


(with the firm since 1911), 


president; Adolph Seigel, store manager; Archie Walker, warehouse superinten- 


dent; Louis Gottlieb, store manager; 


Abe Coonin (with the firm since 1916), 


controller. Front row: Louise Jacobsen, office manager; Ethel Pote, buyer; Mollie 
Feinstein, saleslady; Francis Diggs, salesiady; Ann Milstead, salesiady; and Laura 
Gifford, sulesiady. Service pins were awarded to veteran members of staff. 


WASHI I). ¢ Hlahn Shoe 


recently h } ra | 


C4, 10D 


The 
tore dinner for it 


500 empl commemorate — it 


eiphtieth yer retal hoe bu 
ne here 
The dinner Wi Nh ld ul ib 
W oodmont ( (lub Pre 
Hahn, a with the 
1) a“ the em 
th lonvest ervice A be 


Vrappel in 


! ban 


ounts ider 


Gilbert winated firm 


ines honored ii 
ployer ith 
Coonin, who started as a 
1916 vho | now ¢ 
wa hor Other 
ceived ice pins for 10, 16 
30, or 40 year of 
Hahn’ i ver, 
Gilbert 


and mtroller, also 


ored employee re 
a, 20, 
( mploy ment 

much a family or 


vanization Hahn is president 


Hahn is vice presiden Stephen 
Hahn i Ce Arthur Hahn i 
Gilbert Hahn, Jr, i 


venerations of the 


Harry 
relat 
Lrea coun 
el] Phree 
have 
fourth is now being trained to take over. 
Ihe first Hahn sho 
1876 in Washington 
tores, 
Another i 


Shopping 


urel 
family 
operated the busine while a 
opened 
the 
them in 


tore wa 
. : 
Now firm 


erate nine one of 
planned for 


in Vir 


Baltimore 
Seven Corner Center 
Inia 

Gilbert Hahn, Jr., was recently 
named chairman of the Medal Distribu 
for the presidential in 


He served 


tion Committee 


iguration on January 21 


in the same capacity in 1953 





Johnson Elected President 
Of Buffalo Shoe Retailers 
BUFFALO, N. ¥ Che Buffalo 
Shoe Retailer \ «iation elected new 
officer at it 


in the Stage Door Re 


C,reatet 
and director last meeting 
taurant 
ident is Wyatt F. John 
icceeds John N. Mueller. 
Hall is the new vice-president 
ted Oliver F 
retary Etkin, trea 
Directors from the Buffalo area are 
Mr. Mueller, chairman of the board; 
S« ifert, Jo eph J Kire hhoff, 
red Manning, Clarence Lanich, George 
W. Cooke. fattaglia, Michael 
Santercole, Leonard Krause, Herman 
Meyer, Carl P. Sickler, Henry C. Ver 
Benjamin Thome Richard 


The new pre 
on vho 
I ranci 
were La Reau, sec 


Re-ele 


ind Benjamin ure? 


Cit ore | 


Harry J 


poten, and 
Duquin 
New York 


Lemmler, 


Western 


George T 


Directors from 


communities are: 
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Angola; Ray Emerling Hamburg; 
William Lattimer, Hamburg; Don Ken- 
Francis A. White, Ni 
agara Fall led Boyer, Niagara Falls; 
Adolph Jasinski, North Tonawanda; 
Allen Springville; Harold Hy- 
land, Arcade: Don Hibbard, Akron; 
Francis Ward, Lockport; Thomas 
Lockport 


ney, Lockport: 


Brown 


and 


Furlong, 


Business Bureau Combats 
Fictitious Price Claims 

Such advertising 
usually $12.95, now 


OMAIIA, NEB 


practices as “shoes 


5.98” will under scrutiny of the 


Business 
campaign to 


come 
Better 
announced 


Omaha Bureau in a 


newly combat 


ise of fictitious comparative price 
advertising, according to a 
bureau spokesman. The shoes may be 
worth the “$5.98,” it was pointed out, 


but the “$12.95” part of the advertising 


claims in 





Dates to Remember 


Shoe Show, Twin City Shoe Guild, Hotel 
St. Paul, St. Paul Jan. 
Mid-Atlantic Shoe Show, Benjamin 
Franklin Hotel, Philadelphia Jan. 
Shoe Fair, Michigan Shoe Travelers 
Club, Statler Hotel, Detroit Jan. 
Shoe Show, Empire State Footwear As- 
sociation, Hotel Onondaga, Syracuse, 
N. Y Jan. 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 
Feb 
Summer Shoe Show, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn 
Sheraton, Pittsburgh Feb. 
1957 Factory Management Conference, 
sponsored by National Shoe Manu 
facturers Association, Netherland Hil- 
ton, Cincinnati Feb. 
St. Louis Shoe Show, St. Louis Shoe 
Manufacturers Association, Lennox 
Statler, Sheraton-Jefferson, Coronado 
and Park Plaza Hotels, St. Louis 
April 
Fall Shoe Show, Northwest Shoe Travel 
Association, Hotel St. Paul, St 
April 
Travelers 
Moines, 
May 5-6 
Travelers 
Columbus 
May 5-7 
Price Shoe Show of America, 
Hotels New Yorker and Sheraton- 
McAlpin, New York May 5-9 
Fall Shoe Show, Indiana Shoe Travelers 
Association, Severin Hotel, Indianap- 
olis May 12-14 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 
May 18-22 
National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Retailers Association, Chicago 
Oct. 27-31 
Spring Shoe Show, Northwest Shoe 
Travelers Association, Hotel St. Paul, 
St. Paul Nov. 2-5 
Spring Shoe Fair, Ohio Shoe Travelers 
Club, Deshler-Hilton Hotel, Columbus 
Nov 


12-14 
12-16 


13-15 


20-22 


9-13 


27-30 


Paul 27-30 
Fall Shoe 
Association, 
Des Moines 
Fall Shoe Fair, Ohio Shoe 
Club, Deshler-Hilton Hotel 


lowa Shoe 


Des 


Show, 
Hotel Fort 


Popular 


9-12 





may be false or unverified, and as such 


decreases public confidence. 


W hile 


comparative 


fictitious or unsubstantiated 


may originate at 
level, the 


situation 18S 


price 


the local spokesman 


retall 
the 


by fake pre-ticketing, 


complicated 
list 


some re 


continued, 
and inflated 
carried on by 
Such practice i 
other than foot 
but exist in 


price practices 
ional distributors 
more common in line 
said, doe 
the field. 

I'he Omaha bureau plans to step up 
false comparative 
Pres will be 


such advertis 


wear, 1t Was 


footweal 


t “shoppings” of 


price claims in ads. sure 


brought to bear to stop 


advertisers are unable or 
their claims 


will be in 


ing where 


unwilling to substantiate 
Advertising media 
formed where ad price copy is fictitious. 

“Our objective 1s merely to see com- 
realistic, 


also 


parative claims on a 
provable basis which will merit public 


the spokesman concluded. 


price 


confidence,” 
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Boston Boot and Shoe Club L. E. Langston Is Honored In addition to officers, directors, and 

i members of the NASCS, other guests 
Plans Christmas Party By Chain Store Group included Steven J. Jay, president, Ed 
ward J. McDonald, executive vice-presi 
dent, and Thelma Hennessey, secretary 
of the National Shoe Retailers Asso 
ciations; A W Berkowitz, president, 
and Maxwell Field, executive vice 
president, New England Shoe and 
Leather Association; Merrill A. Wat 
son, executive vice-president, National 
Shoe Manufacturers Association; Irv 
ing Glass, executive vice-president, 






BostoNn—“The Christmas meeting of New York—The board of directors 
the Boston Boot and Shoe Club on of the National Association of Shoe 
Wednesday, December 19th, at the Ho- Chain Stores at a luncheon meeting 
tel Statler in Boston, will be featured 
by an all entertainment program of 
stage and television stars,” according to 
President Francis L. Shea, sales mana- 
ger and vice-president of the Barbour 
Welting Co. The chairman of the enter- 
tainment committee for this meeting is 
club vice - president Irwin Katz of Hub 
bard Shoe Co. 

A special feature of this meeting will 
be the singing of Christmas carols by 
the club’s Meistersingers., Edward Bar 
rett, Stromberg-Carlson Co.; Richard 
Burpee, A. C. Lawrence Leather Co.; zer, director, Leather, Shoes and Allied 
Norman DeCoste, Wind Innersole & Products Division, Department of Com 
Counter Co.; William E. Doyle, Sr. , g¢ Langston, left, receives from Ed- merce 
Doyle Shoe Company; George O. John- ward Atkins, executive vice-president of 
son, United Last Company; Leo Larkin, fhe National Association of Shoe Chain 
Surpass Leather Company; C. Harvey Stores, photographs of two hitching 
Moore, A. F. Gallun & Sons, Inc.; Ray posts being sent by the NASCS to Mr. Retailers Form Association 













Tanners’ Council of America; Daniel 
N. Gutmann, chairman of Leather In 
dustries of America; Rowland Jones, 
president, American Retail Federation; 
W. J. Cheyney, executive vice-presi 
dent, Central Council of National Re 
tail Associations; and Julius G. Schnit 

























_ rine iltrite or C : . 
Ryan, American Biltrite Rubber Com Langston's future home in Texas Cancene.leven setations tu Oe Cia 
pany: honored L. E. Langston, retiring ex- cago area have recently formed the 
re. a ecutive vice-president of the Nationa] Men’s Wear Associations, Inc. for the 
Shoe Retailers Association. Edward purpose of cooperative buying and 
. . ° ae Atkins, executive vice-president of the advertising. Members are Amsel’ 
Stuart's Ope ns Miami Shop National Association of Shoe Chain Men’s Store, Majestic Men’s Store, 





MIAMI—Stuart’s Juvenile Shoe Store Stores presented Mr. Langston with a tryn Mawr Toggery, Smith’s Men’s 
of Miami Beach and Coral Gables has photographic replica of two hitching Store, Square Store for Men, Hur 
opened a new shop at 1250 N E 163rd_ posts which are being sent to him in’ witz’s Men’s Store, and Ed Ross, of 
Street, here. The shop will feature Texas. Jack M. Schiff, NASCS pre Melrose Park. Seymour Amsel is cut 
Stride Rite shoes. dent, presided. rently president of the group. 





















makes the best... 






and it costs no more 






Style 2810 UL 
Supremely comfortable, 
durably built to retain its 
elegant beauty 
through the years 














Shoe selling success and MILWAUKEE furniture 












Style 2780 F 
Perfectly mated 

to MILWAUKEE'S 
distinguished chairs 


go hand-in-hand. Modern selling calls for 
the best in modern design, and MILWAUKEE 
delivers the best in refreshing style, 





peerless construction and the kind of 






comfort that encourages shoe buying. You 






get the best store furniture creations 







from MILWAUKEE—and it COSTS NO MORE 










WRITE FOR OUR ILLUSTRATED BROCHURE 


MILWAUKEE CHAIR COMPANY 
MILWAUKEE 46, WISCONSIN 
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New York Shoeman Sparks Drive for Boy Scout Funds 


‘ew YorkK—The 


celebrated its 


totary Club of New 
Youth Day with 
program the 
Leo “Larry” J 
chairman of the Youth 
Committee and chairman of the board 
of J. & J, Slater and Hanan was the 
master of ceremonies. The grand ball 
filled to capacity and included 
even visiting 


york 


t special luncheon at 


Hote 
Horan 


Commodore 


Sr 


room Wa 


twenty from 
nun 
othe) 

the 
annua 


totarian 
well as one 
from tate 

Thi 
Rotary 


fund 


fourteen 
dred and 
than 


countries a 
fifty-one 
New York 
of the 
on for 


event wa 
Club’ 


to support its ac 


for 1957 Sales! 


Sure and smooth passage to Spring and Summer 


sales for the whole family. Let these brilliant 


and colorful "57 Converse lines keep your 


customers sold and happy 





CONVERSE RUB 


ivities for under-privileged and handi 
capped young people. For more than 
10 years, the club has conducted 12 to 
14 active programs furnishing oppor 
tunities in education, vocational guid 
ance and training, wholesome city rec- 
reation, summer camping, dental care, 
inancial aid and many others. 

The keynote of the program wa 
Youth Tells Its Own Story” and in 
cluded talks made by the young people 
who had benefited from the past year’ 
activities. Tom Smith represented four 
of the Rotary Club’s dental clinics that 


erved more than 700 boys 623% 


BER COMPANY 


MALDEN 48, MASSACHUSETTS 


CHICAGO 6 
564 West Monroe Street 


NEW 
241 Church 


YORK 


13 SOUTH SAN FRANCISCO, CALIF 
Street 100 Freeway Boulevard 





operations; Andrew Indelicato repre- 
ented School 612 and he acknowledged 
the help and guidance that 250 boys 
in his school had received. Joseph Za) 
man was spokesman for the club’s 
ummer camps for crippled children, 
made possible by the Louis J. Jaffee 
iward. Victor Nordone represented the 
Dietrich Wortman Memorial Tourna- 
ments of Yorkville, activities that gave 
youngsters at the East Side Settlement 
House opportunity to prove their 
athletic prowess. Gary Thorne, from 
P.S. 614, told of the progress made in 
rehabilitating youths to 


an 


become good 


Larry Horan, board chairman of J. and 

J. Slater and Hanan, acts as master of 

ceremonies at kick-off of Rotary Club's 

annual campaign for funds to support 
its activities for young people. 


ilizen made possibile the ¢ iries 


Robert 
work 
1943 at 


itobert Schwefel Memorial. 


Lipscomb emphasized the great 


that has been 


Dental ¢ 


roing on ince 
( ulpeper 

Tom Matta 
West Boy Club, a Rota ( 


ect Perry 


he linic 

the 

ib’ 

\lpert ab scout, 

Mile 

ip made 
Youth Project 


, 
j 
Reid 


Park 
pro) 


represent d 


Wa 


ren River Camp on 
the 


through 


po ible 


by 


l’oundation 


the next speaker and 


and indoor 
rived fy 


the Howard 


om 


Memorial VNely 


1 hborhood ¢ 
Krank represented Hosting 


Harry 

are 
Yor} High 
of the Rotary Club 
Kkdwin 
Club’s 


needed 


boy 
‘ 


on tne Vew 


; 


3to b 


thelr 


rue 
Thursday luncheon 
the 


prov 


rey iewed 


Srady 
outhn project oO 


funds to 


through the John F I 


Rotary 
ding 
studies, 
Award 
Proje 


program 


help bo n then 
ern 
Other 


were 


Youth 
Che 


Rotary Club 


briefly sketched 
vas inte) ente! 


Bay 


persed wit! 
tainment furni 
Boys’ Club. 

As ma ceremonies, Mr. Horan 
then introduced the Hon. Paul W. Wil 
liams, U. S. Attorney for the Southern 
District New York, the 
yuest peaker. Mr. has a 
tanding knowledge of 

He quoted FBI 
delinquency 


musical 


hed the Kip 


of 


ter 


of Vv ho was 
Williams 
and 


youth tick 


deep 


what 


unde! 
make 
on out 


figures juvenile 


of a quarter million crimes committed 
167/10 per cent 


and girls under 


n 1955, 


hoy ~ 


made 
and 


were 


21 
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pointed out that juvenile delinquency 
remains a threat to the country, while 
at the same time the U. S. enjoys wide 
spread prosperity; more children are 
in schools today than ever before; more 
people are going to church than before 
and are exposed to religious training 
and ideals. Ruling out poverty, lack of 
education and religious influence as 
causes of the delinquency problem, he 
suggested that “it is the spirit of youth 
that drives a boy to crime, the love of 
adventure, the desire to be a big shot, 
the importance of standing out in his 
community or circle of friends as an 
important person. That is the compel- 
ling and motivating force so many, 
many times the sheer thrill of doing 
omething different and dangerous. It 
is in a sense a compensation, it is true, 
for failure in school, a substitute for 
love in the house and it is a substitute 
for success in normal adolescent rela- 
tionship. I suggest these are the forces, 
the drives which compel a child or a 
girl under 21 to crime. 


President Sends Greetings 


“And, if such drives must be satis 
fied, what is the solution then? What 
the Rotary Club do, what 
adults offer boys and 
girls? If it is adventure they want, we 
can give them high adventure. It is 
high adventure to go to summer camp 
It is high hiking 


through the woods and cook your own 


can we of 


can we tnese 


adventure to go 


meal These and other 
he ubstituted. 
and international 
that we can substitute for these 
drives that put boy in the 


projects can 
Pride in our country 
brotherhood are 
drives 
othe) 
nile court 
Before the luncheon adjourned, Larry 


Horan read a telegram received from 


President Eisenhower: “To the mem 
hy of International Rotary meeting 
in New York, | send greetings. It is 


good to join in the beginning of Ro 


tary’s Youth Day program. The young 
America are the future of 


Your 


tomorrow need your help 


pe ople of 


America logan: ‘The men. of 


today’ a 
dramatic way of summing up the re 
younger 


ponsibility we all bear to the 
generation. Best wishes to you al! 


Veteran Shoe Retailer 
Dies in Buffalo 
BUFFALO, N Y—L 


Nelson FE] 
worth, 65, Buffalo hoe re- 
tailer, died in his home here after a 
lingering illness. He had operated Ells 
worth’s Shoe Store at 1332 Jefferson 
Avenue for 34 years 


veteran 


Mr. Ellsworth had his busine 
cated at 158 E. Ferry Street for ten 
vears until he moved to the Jefferson 
Avenue location 

He is survived by a son, L. Nelson 
Jr. and two daughters, Mrs. Edwi: 


B. Miller and Mrs. John J. 


sranicky 








15 
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Neighborhood Promotion 
Joined by Shoe Store 


CENTRAL FALLS, R. I.—LaBrie’s Shoe 
Store cooperated with 60 retail and ser- 
vice companies to promote a one-mile 
stretch of Broad Street, this city. It 
was sponsored by the Street 
Merchants’ Association of Central 
Falls. 

Although this is an old established 
section of small and medium-sized 


sroad 


stores, the owners got together to pro 
mote it as a complete shopping center, 
offering a wide variety of merchandise 










IN STOCK 
Men, Women, Boys 
700-770 500 7002 


SEBAGO - MOCS 


Only SEBAGO-MOCS offer you the extreme flexibility of the original 
Indian Moc, plus the scientific support of a modern welt shoe 


and services 
“One Mile of 
LaBrie’s 


newspaper advertising, 


promotion’s in 


children’s shoes 


All stores 


paper space ot! 
the event. It 


column, 
ads. The major announcement 


stores, 


each in 


lowed by the ad 


Ac ording Lo 


Bargains.” 
one-half 
offering special 


used 


seven-inch newspaper 


The byline featured was 


page of 


women’s, and 


cooperated by using news 
in some way promoting 
pre ceded by two 


tease! 
listed all 
category, fol- 
store 


merchants, it did 


more to develop traffic for the area than 


an 


Y promotion ini 


‘dea from 


Exclusive 
Welt Construction 






time 


the Indians 


"Patented 


Hand-sewn vamps 
Hand-lasted 


AT POPULAR 


PRICES! Chief among many points of superior craftsmanship, Patented 


Welt Construction means they're lighter, tougher, more flexible! 


Leather welting, no insole, arch-supporting steel shank, soft Kemblo 
fillers, hand-turned collars, heel-hugging fit. 


Order today ! 


SEBAGO-MOCS ARE THE 


At once delivery ! 


FASTEST-GROWING 


LINE OF MOCCASINS IN THE COUNTRY TODAY! 


SEBAGO-MOC COMPANY 
WESTBROOK, MAINE 


New York Office 


Made in Canada by Canada West Shoe Mfg. Co., 









Ltd... 


534 Marbridge Building 
Winnipeg, Manitoba 


5. Pat. $2,420,266 


Made in MAINE by 
Skilled Craftemen 











How to Run a 
Bicycle Contest 


[CONTINUED FROM PAGE 71] 


Army to take them, and you have a 
big moving van come to the front of 
your store and load them in. You tell 


all the children to be there that morn- 
ing to have their pictures taken, and 


you, Mr. store manager, are there with 
the cutest little girl in the contest in 
your arms, and the Salvation Army 


Captain standing by you in front of 


the van of old shoe You have your 
picture taken and there is a news story 
that will rock your town. People will 
like you You’ve done something for 
charity, and you’ve done something for 
the kid You'll like you too. You’ve 
made money for yourself Sut what is 
till MORE important, you will have 
made friends and new customers for 
your store for many months, and yes, 


even years, to come. 


Back the Kids Up 
At various points during the contest 
take your kids to your 
radio station to be interviewed by the 


five top local 


announcer Sut mention in your news- 
paper ad before you do this that they 
will be on You 
listening audience you 


the air will be 
prised at the 


build up 


sur- 
will Go on the air yourself 
telling how the old shoes are given to 
charity, ete. Other weeks run pictures 
in the contest 


write 


of the top boys and girl 


in your local paper Give them 


ups and ballyhoos in your ads and ar- 
The kids are back- 

You back them up. Build 
Most of those children have 
never been on the air or had their pic- 
the paper. You giving 
them a little bit of fame, and they will 
work hard to keep it 


range new tories 


ing you up 
them up 


ture in are 


Thank You, Vr. Jones 


And finally will come the day when 


you pa out the prizes, and all the 
work the contest has been will sud- 
denly seem quite worthwhile. And all 
the money you spent for the prizes 
won't seem very important at all. (In 
fact it actually won’t be. Your profit 
will have offset that investment many 
times.) And when you put the prizes 


of the boys and girls, and 
they look up at you and say, “Thank 
you, Mr. Jone you will like your- 
elf, and the world will suddenly have 
become, in a tiny way, a nicer place to 


in the hand 


live in 
And when it’s finally all over, you 
are still going to make money. You 


end every child registered a letter of 
congratulations on his standing in the 
contest, and pointing that even if 
he did not win a top prize he gave old 
shoes to fortunate people who 
couldn’t buy their own. And, you add, 
in your appreciation of his efferts, here 
is a gift certificate of $1 on the next 
of shoes in your 
of the family. 


out 


less 


purchase of a 
by any 


pair 


store member 


78 





It will amaze you 
many months later. 


how many of those 
Sure it 
digs into your mark-up a little, but the 
extra sales and the extra profit, far 
offset the decreased mark-up. 

I guess it all goes back to that old 
saying, You’ve got to give a little to 


come in 


get a little. Only, in this instance— 
you'll get a lot! In profits, dollars, 
new customers, more friends for your 
store, and yes, for yourself too! 

How much profit? It’s funny, but it 
always figure out the same 
way and I can’t explain why or give 
any logical reason for it. But if the 
in your contest collect 20,000 
old you will do just 
$20,000 worth of extra business. 
that bad! 


seems to 


children 
pairs of shoes, 
about 


And ain’t 


Maestro of the 
Window Display 
[CONTINUED FROM PAGE 48] 


uch as thi from the 
un. No protective cello- 
phane are Gallen- 
Kamp The items on display 
must take the full force of the sunshine 
after all, 
Jello 


can be 


finish 
hot 


protects 
California 
curtain used in 


stores. 


reclaimed desert 
that the 
the win 


in what is, 
states 
left in 


country De 


sprayed hoe 


dow without damage 

The only trick in using a sprayed 
leather finishing material, De Bello 
tates, is not to get too much on. The 
liquid is packaged in an aerosol] bottle, 
containing a gas which provides the 
praying pressure, and only the light 


est coat is needed to produce a shine. 
“Just hold the shoe about a foot away 
from the nozzle on the can,” says Dick, 


“and float the thinnest coat possible 
over the leather. It'll shine right up 
in a second.” There is no clean-off 
when removed from the window 
either, he add If put on thin enough, 
he just boxes the shoes after display 
and sets them back on the shelves for 
sale. The customer is ahead by one 
good shine job. 

Main motifs for each series of win 
dow decorations are selected by the 
main offic but carrying them out is 


up to De Bello. The chain is unusual 
for a large operation in that each store 
manager actually runs his own store: 
each handles his address as an indi- 
vidual enterprise and its 
failure is squarely on his own should- 
ers. The central offices handle advertis- 
ing and promotion in general, but each 
which direction he 


Displays as well as 


success or 


manager indicates 


wants to see it go, 
promotions are keyed to each store in 
dividually and are guided by the advice 

Fach store alsc 
individual character—Pribble’s 
store at 535 South Broadway is prima 
rily a men’s and boys’ shop, while the 
store at Seventh and Broadway appeals 
primarily to women and misses. Pur 
chasing agent for all is Joel A 
Hermann, an old timer with the Gallen 
Kamp organization even though still a 


of the man in charge. 


has an 


stores 





young man. 

Meanwhile, De Bello groans just a 
little when he thinks of the Christmas 
windows coming up. “They’ll have to 
chop down a forest to provide trees for 
all my windows,” he says. 


Trade Trends 
[CONTINUED FROM PAGE 53] 


ratios in major industries. For ex- 
ample, for women’s clothing it amounts 
to 20 per cent; men’s clothing, 21 per 
food and grocery, 11 per cent; 
major appliances, 32 per drugs 
and toiletries, 4 per cent; household 
furnishings, 10 per cent; jewelry, 20 
per cent; paint, 16 per cent. 
Manufacturers in many _ industries, 
shoes included, getting disturbed about 
the “trend” as more retailers and deal- 
ers expect or demand coop ad arrange- 
ments. Recorder Panel survey earlier 
this year showed that some 91 per cent 
of shoe retailers expect manufacturers 
to contribute to coop advertising 

that 92 per cent of are in 
favor of coop advertising that 35 
per cent of retailers say their buying 


cent; 


cent; 


retailers 


decisions are influenced by coop adver- 
tising deals. 

Same Recorder Panel survey showed 
that 50 per cent of shoe manufacturers 
have kind of advertising 
plan, and that 52 per cent are in favor 
Also, 72 per cent of shoe pro 


some coop 


of one, 


ducers say that retailer demand for 
coop advertising is on the increase... 
particularly from department stores. 


More recent inquiries, however, reveal 
shoe manufacturers showing more con 
cern about this development .. . espe 
cially the growing ‘ 
Abuses have reached stage where Fed- 
eral Trade Commission is stepping up 
Shoe business 


‘abuses.”’ 


investigating activities. 
reported one of major targets because 
such a large share (over one-third) of 
total ad budgets is chalked up to coop 
advertising. Also, coop advertising has 
big-business level 
$800 millions by all 
manufacturers annually. While many 
manufacturers feel that coop advertis- 
ing is a good thing, they admit that it’s 
often more aggravating than it’s worth. 
Yet because of competitive situation, 
few are willing to withdraw once they 
start on program. Nevertheless, watch 
for developments which may bring this 
thing to a head before long. 


reached estimated 


expenditure of 


Wyman Stores Open Shop 
In Philadelphia Suburb 


PHILADELPHIA—The Wyman Stores, 
of Baltimore, opened its first shoe salon 
in the Bala Cynwyd Shopping Center. 

The luxurious shop accommodates 85 
customers and has a sales staff of four 
headed by Jack Shore, buyer-manager. 
The Wyman Store carries in its stock 
almost 10,000 pairs of shoes. There is 
a complete line of women’s bags 
1,000. 


also 
which number 
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Ganz Made District Manager 
Of National Shoes, Inc. 


New YorKk—Harold G. Ganz of 143- 
25 84th Drive, Queens County, has been 
promoted from store manager to Brook- 
lyn district manager of National Shoes, 
Inc., retail shoe chain, it was an- 
nounced here by Fred K. Siegel, vice- 
president. 

























HAROLD G. GANZ 


Mr. Ganz has been manager of the 
chain’s store on Fulton Street, Brook- 
lyn, since 1946. Previously, he was 
manager of the concern’s store on 14th 
Street, Manhattan, for 11 years. He 
had had five years of shoe retailing 
experience prior to joining National 
Shoes in 1935. 2 
Patrick’s Give-Away 
“Really Pays Off” 

DENVER, CoLo.—“It’s really paying 
off and I believe it’s the first time any 
where that a shoe store has introduced 
the give-away method to build up a 
mailing list, add new 
attract attention to the 
William Patrick, president of Patrick’s 
Shoe Stores here, in the middle of the 
firm’s first Gala Give-Away Festival. 

In the first ten days of the festival, 
widely heralded in daily and weekly 
newspapers, Patrick’s three stores reg- 
istered more than 6,000 customers and 
prospective Tried 
fully by supermarkets, the gimmick was 
employed by Mr. Patrick, starting No 
vember 15. The festival ends Dec. 22. 
Registrants do not have to buy, just 
leave their names and addresses at any 
of the three located at 3448 
Broadway, Englewood (the main 
store); in the Cherry Creek Shopping 
Center; and at 3927 Tennyson Street 
North Denver. Ads are bu'lt up as the 
festival continues, announcing not only 
eight give-aways but unusual 
values during the Announce- 
ment of the winners is set for the clo 
ing day. Awards include a Hotpoint 
automatic dishwasher, a G. E 
matic clothes dryer and six Sunbeam 
electric skillets. 

“A shoe retailer today, in the highly 
competitive market, has to do some 
thing different to attract attention to 
his firm without sacrificing quality or 


customers and 


stores,” said 


customers. succe 





stores, 








shoe 





period. 







auto 
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service. We'll follow up with attractive 
mailing pieces from time to time to the 
registrants, and we know they’ll come ing 
back,” Mr. Patrick said. The stores sell 
children’s 
from $4.99 to $8.45; 
women’s shoes ranging 
$12.95 (except up to $17 in the Cherry 
men's 
from $7.95 to $19.95 (except up to $27 
in the Cherry Creek store). 


name brand 


Creek store) and 


Shoe Stores Cooperating 
In Yuletide Campaign 


PAWTUCKET, R. 


stores and departments have joined 125 


branded 


other retail stores and service com- 
panies to put on a large scale advertis 
campaign featuring this as “The 


Major heading of the 
first newspaper ad was “Bring Your 
Gift List to Pawtucket.” In separate 
blocks, this piece of copy emphasized 
and listed all convenient 
Radio also was used. 

included 


Christmas City.” 
shoes, ranging 
lines of 
from $2.99 to 
store hours 
parking lots. 

Cooperating 
David Harley Company, Shartenberg’s, 
W. T. Grant Company, Najarian’s, 
New York Lace Store, Peerle Com 
pany, Saltzman’s Men’s Store, Dun 
bar’s Shoes, Marvel Shoes, Modern 
Shoe Store, Morton Shoe Store, and 


name shoes 


shoe stores 


Twelve shoe 


Joe Thaler 








else can. 








Display Forms that 
Fit Into The 


Fashion Picture 




























with Pierce's exclusively designed, modern shoe display 
forms. Eye-catching these beautifully designed models ac- 
centuate toe, shank, ankle and top line beauty as nothing 


bien beauty of form in all shoe types when displayed 


They are available in a variety of styles and include: to 
illustration, the ''Flattie"; middle, the new ‘Springolator type’ ; 
bottom, ankle high model, all in clear transparent plastic. 


U.S. PIERCE COWPWM aassacrese: 
Jo We y} ib UY, MASSACHUSETTS 






















About Shoe People 


Two brothers, Dan and Charles 
Flionis, have opened a new Sundial 
Shoe Store in the Tewksbury, Mass. 


In this operation they 
brother, 


shopping center. 
have been joined by another 


Charles Flionis, formerly with the 
United States Rubber Co. Dan and 
Charles Flionis also operate the Co- 
lonial Sundial Shoe Store located in 


the Bedford Shopping Center, Bedford, 


Mass. 


YOU CAN SELL MORE PAIRS 


UPPERED WITH 


February, Frank 
Prague will open a family shoe store 
in the new shopping center in New 
London, The store, to be known 
as Prague’s Shoes, Inc., will be man- 
aged by David Alderman, who has had 
24 years of experience in shoe retail- 


Some time in 


Conn. 


ing. Mr. Prague is the owner of two 

other stores, Frank’s Shoes and Ben 

Eagle Shoes both in Willimantic, Conn. 
hp Sa 





leu, 
4%, 


FREE KLEENETTE FOLDERS AND MERCHANDISING TAGS NOW AVAILABLE FOR 


KLEENETTE UPPERED SHOES. WRITE A. H. ROSS & SONS CO. 


CHICAGO 272, ILLINOIS 





Heilborn’s, a retail shoe store at 507 
Main Street, Worcester, Mass., will be 
moved soon to a new, much larger and 


street floor location at 45 Pleasant 
Street, also in Worcester. The store, 
owned by Dr. Irving L. Woolf spe- 


Locke shoes. 
“ * + 


cializes in Dr. 


Virginia Axelrad and Betty Meeker, 
formerly of Long Island, N. Y., have 
opened a dress and shoe shop in Isla- 
morada, Fla., to be operated as the 
Sand Dollar. The owners are featur- 
ing a line of novelty footwear selected 
as the proper accompaniment to the 
sportswear they have stocked. 

* * * 

Partin Shoe Co., in Fernandina, Fla., 
has added a new department and now 
carries a complete line of nationally 
advertised men’s furnishings. The busi- 
ness was established in 1878. It is now 
managed by Elridge Partin. 

* * * 

Bernard Jacobson, shoe store pro- 
prietor, of Winter Haven, Fla., has 
been re-elected president of the Winter 
Haven Merchants Association. 

* * * 

In Delray Beach, Fla., George V. 
Warren, founder and operator of War- 
ren’s Shoe Store, has announced his 
candidacy for a two-year term on the 
Delray City Commission. He founded 


Warren’s Shoe Store in 1953. 
* ” * 

Cedar Hills Shopping Center, in 
Jacksonville, Fla., is the site of the 
newest Thom McAn store. This is a 
family store. William Albright has 
been named manager. 

* - + 

The fifth Mary Jane Shoe Store in 
the Miami, Fla. area has been opened 
ir. the new Flamingo Plaza Shopping 
Center. The first unit of the national 


organization was opened in Miami 16 
years ago. Frank Driscoll has been 
named manager of this shop. He comes 
to Miami area from Boston. 
oy * ss 

Ruth Klump, vice-president of Val- 
ley Shoe Corporation was spotlighted 
in a feature story in the St. Louis, 
Globe-Democrat recently. The story of 
her background and activities was part 
of a new series called Women At Work, 
carried in the newspaper’s women’s 
Ruth Klump is a member of 
Fashion Board of St. Louis. 


* * 


section. 


the Shoe 


Tober - Saifer Shoe Manufacturing 
Company of St. Louis recently an- 
nounced the appointment of Ralph W. 
Goins as sales representative in North 
and South Carolina. Making Durham, 


N. C. his headquarters, Mr. Goins will 
carry the Jolene and Debtower lines. 
He succeeds Harry Schaffer. 


* * * 


National 


shoe 


Shoes, Inc. has opened a 
store in Shoppingtown, lo- 
cated in DeWitt, a Syracuse suburb. 
Alfred Comer is manager of the 
with Neil Pecora as assistant 


manarer, 


new 


new 
unit, 
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Eikan R. Myers, head of D. Myers & 
Sons, Inc., wholesale shoe firm, has 
been selected “man of the year” by 
the Advertising Club of Baltimore. A 
bronze medallion was presented to Mr. 
Myers at the club’s regular luncheon 
December 5. 







on 
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Fred Lewis has been appointed man- 
ager of the new Baker’s Shoe Store at 
7831 Eastern Avenue, in the Eastpoint 
Shopping Center of Baltimore. Mr. 
Lewis started his career with Edison 
Brothers in 1941 as salesman in Hart- 
ford, Conn. 
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The G. R. Kinney Shoe Corp. has 
opened a new store at 5316 Market 
Street, Youngstown, O., in a new one- 


story building having ample parking 
space. The store is managed by 
Ronald G. Home, formerly of Clarks- 
burg, W. Va. Harold E. Wolfe, for- 
merly of Charleston, W. Va., has been 
named assistant manager. 






* #* * 


Mike Kaplan, 






men’s wear store, 36 


East Avenue, Rochester, N. Y., has 
added a shoe department which is 
leased to Winthrop Sales Corp., St. 


Louis, and sells Rand shoes exclusively. 
Milton Komenski, formerly a salesman 
for the clothing store, has been named 
manager of the new department. 
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Vincent Weston has been named man- 
ager of the new Kinney Shoe Store in 
the South Town Plaza, Rochester, N. Y. 
He formerly managed Kinney’s Batavia 
Store. The company operates three 
other stores in this area. Schiff’s new 
store in the South Town Plaza is man- 
aged by Sam D’Agostino, formerly as- 
sistant manager of the company’s East 
Main Street store. 


* * * 


Jackie Kelly 
pointed manager of 
Brothers, Inc., 
Harris Department Store, Baltimore. 
The department occupies 2,000 feet on 
the first floor and will feature 
for the entire family. 


Miss 


been 
new 


has 
the 


ap- 


shoes 





* * * 





Manuel Apple has closed the Sample 
Shoe Store which he operated for five 
years at 393 Main Street East, Roches- 
ter, N. Y., and has taken over the op- 









eration of the shoe department in 
Davids, women’s apparel store, Clin- 
ton Avenue South. Matthew Sarfaty 


has been appointed manager of Davids 
shoe department. 


7 








Bernard J. Landis has been 

pointed manager of Balin’s Shoes 
the Great Eastern Shoppers City, To- 
ledo, O. A native of Chicago, he be- 
came a trainee at the Lion Store there 
in 1951. He served there as budget 
family shoe buyer and earlier this year 
he joined Harry’s Clothing shoe 
buyer. 


ap 
in 









as 





15, 1956 


December 










Felser | 
shoe department in the | 


prompted the change of locations, M1 
Kennard 


Opens New Store Because 
Of Population Shift 


reports 


The new store is a complete famils 

CuHiIcaGo—The shift in population in operation. It covers some 3,000 square 
the Chicago area has meant a new foot of space, of which 1500 feet 1 
store for Joseph Kennard. His new devoted to selling. The store is depart 
store, known as Kennard’s, opened De- mentalized with separate sections for 
cember 5 at 2451 N. Harlem Avenue in men, women and children. Recessed 
the new Grand-Harlem Shopping devel- lighting, finger-tip stock selection, and 
opment. Mr. Kennard has closed his mural-type displays are feature 
store, Kennard’s Bootery, operated for Sylvan Fleischman, Mr. Kennard’ 
many years at 5956 West Roosevelt on-in-law, assists in the operation of 
Road. The rapid growth and business the new store. Mr. Kennard also ope 
expansion current on Chicago’s far ates the North Shore Bootery in kvan 
northwest side and adjoining suburbs ton, a Chicago suburb 











BEFORE buying youn childnen's shoes 


















—only a few of which are shown here 


NEW PARTY STRAPS 
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NEW BONWELTS! 




























a 2430—Patent 6430 — White 
‘ B, C, D~5'4—8 — $2.50 ‘Packed with eye 
B, C, D—8'4—12—$3.00 eppeei, Hexibility ... 
A, B, C, D— 12's —4—$3.50 made of fine 
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Qvality leathers 








| 6426—White 2426 — Patent ea 2615 — Black 
B, C, D—8)) — 12 —$3.00 = 4615 — Brown 
A, B, C, D—12'—~4—$3.50 6615 — White 
B,C, D~8';~12_ $3.19 
A 8,C~124;-4-$309 = 





“dl for thrifty buyers, volume sales! 
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RETAILERS 


. NEW! FOR BOYS! 
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Brown 


Red 


















28655 — Black 
4855 — Brown 
B,C,0—12 ~4 
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Jan. 15 Delivery Feb. 1 to 15 Delivery 








STEP MASTER SHOES, INC.+>GREENUP, ILL. 















































: d for the children’s fashion shows which 
) b I t u a r | c S she produced and for which she served 

as commentator. 
Realizing the growing possibilities in 
e teen-age market, she spearheaded 
Betty Green Frankel by the PPSSA as fashion consultant, oo b-arretes P-gp citation, Call- 
for background information for their ing All Girls, brought out by the same 
betty Green Frankel, “Fashion Accel tyle committees and as commentator publishers, with herself serving as 
erator” and vice-president of Indepen- for the fashion shows presented dur- fashion editor under the name of 
New /n& the semi-annual shows Nancy Pepper. The shoe industry will 
Starting as one of the fashion editors remember her electric presentation of 
on Women's Wear Daily, Mrs. Green shoe styles for teen-agers some years 
brought a tragic note to the opening became an expert in children’s wear. ago at a meeting held in Boston. During 
day of the Popular Price Shoe Show, ‘Subsequently, as fashion editor on ’ar- these years she became identified with 
to the shoe industry, Betty «nts’ Magazine, she still further en- a machine gun delivery which typified 
her dynamic personality and enthusi- 
“Fashion Accelerator” and 





New York News of the death of 


dent Retailer Syndicate, Inc., 
York, in the crash of an Italian airliner 
taking off from Paris for New York, 


he was known, was em larged her knowledge in this field. At 
period of several vear thi time he became widely known 45m. As 


—__——, executive of the Independent Retailers 
Syndicate, she made frequent trips to 
re | European fashion centers, reporting 
“A 
P| 
* 


her findings to a nation-wide audience 
on radio and television and in syndi- 
cated articles. At the time of her death, 


ek 
i ? - é [2 | she was returning from a visit to the 
las it t k a | (fo foot! '| Samia Fair at Turin where she had 
: a es years . grow a ff / been awarded a gold medal for her 
j ' ®| scrvices 
: ; She is survived by her husband, Ir- 
Nature is slow and painstaking ree takes twenty years to com- win Frankel, and her daughter, known 
pletely develop a pair of feet . .. the only feet a child will ever on the stage aa Nancy Franklin. 
have. Knowing the lifelong burden they must bear, the soft 
cartilage that are the feet at birth, require properly designed 
and fitted shoes, 


Henry W. Sturmfels 


Sr. Louts—Henry W. Sturmfels, 81, 
retired city salesman for Friedman- 
Here is reason enough to recommend Buntees . . . for Buntees os wr, Tce aaa | eg e aaone:: Sees 

; ompany, died in St. Louis. 
allow non-restricting freedom of foot action . . . follow (never A veteran of 64 years in the shoe 
force) the natural walking action of the foot . . . never try to but anid at Se ee ee reyes 
: tom shoe firm in 1892. He joined the olt 
supplant the functions of the foot with stiff, binding soles and Friedman Brothers-Schaefer Shoe 
uppers. We believe that |Buntees are the best for developing, NEN tk FO08, 08 trem toys eee 

‘ 1941 was salesman in the Missouri area, 
growing, tender young feet. during which time the company merged 


with International. 


, Andrew F. Schwister 
4 2 MILWAUKEE—Andrew F. Schwister, 
OLCAaLHS Sea Ameri 79, retail shoe operator here for 53 
: vears, died of a heart ailment. 

fa He operated two Schwister shoe 
The comfort features of the one- . % bebe on +? _y — sping ong 
: - f first was at 2526 W. Fond du Lac Ave- 
piece vamp have been tested and ; nue, where he was located until 30 
approved for over 2,000 years. Baby's toe senve ante When bo taoved te the shore’ 
foot is wrapped ine cradle of soft . - present address at 3517 W. Burleigh 
leather that yields and gives” with . id Street. Raymond F., his son, was it 

the action of walking. a. ; ‘ business with him. 
: ‘ : Survivors include his widow, Mar 
( , i ge a m1 el yaret; his son; a brother, Joseph; and 
go : three sisters, Mrs. Louise Caspary, Mrs. 
Rose Knobel and Mrs. Hannah Torn, 

all of Milwaukee. 


Gaylord C. Fisher 
Reep Ciry, Micu.—-Gaylord C. Fisher, 
uperintendent of the Wolverine Shoe 
& Tanning Corporation here for 10 
e ° ° years, died in University Hospital at 
© eee first name in first shoes! Ann Arbor, Mich., after an illness of 
everal months. He was 39 years of 
POTVIN SHOE CO. BROCKTON 26, MASS, Mr Fisher, formerly of Rockford, 


Mich., worked in various capacities in 
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Wolverine plants in Greenville, Howard 
City and Big Rapids, Mich., before com- 
ing to Reed City. At the time of his 
death he was a member of the Reed 
City council. 

Mr. Fisher is survived by his widow, 
Opal; three daughters, Kathy, Chris- 
tine and Corrine Fisher; a son, Steven 
Fisher; father, Dayton J. Fisher of 
Rockford; a brother, Edwin Fisher of 
Rockford; and two sisters, Mrs. Kyle 
Sinclair of Rockford, and Mrs. Jack 
Comstock of Livonia, Mich. 


Joseph Dannis 


St. Louts—Joseph Dannis, 55, sales 
representative for Deb Shoe Company, 
died in November, following a heart 
attack suffered at the Atlanta Shoe 
Show. Burial was in Birmingham, Ala. 

Mr. Dannis had traveled for Deb for 
the past nine years, and at one time 
was connected with the retail shoe busi- 
ness. He handled Deb’s southeastern 
territory. 


His widow and a son survive. 


Charles F. Young 

BrisToL, Vr.—-Charles F. Young, 92, 
who was the proprietor of a shoe store 
in Burlington for many years, died 
here. Mr. Young was a native of Ar 
lington and a 32nd degree Mason. He 
was a member of Washington Lodge, 
F&AM 

Survivors include a Hawler 
Young of Needham, Mass.; a nephew 
and several 


son, 


nieces. 


Good Dealer Response 
At Kansas City Show 


KANSAS CITY—Cold weather and 
poor driving conditions held down at- 
tendance after the first day of the 
“Heart of America” shoe show held 
in Kansas City by the Central States 
Shoe Travelers, but exhibitors were not 
disappointed in dealer responses. Most 
salesmen who wrote orders also sched- 
uled follow-up calls. 

Buying was chiefly for spring with 
emphasis on style lines in women’s 
shoes. Interest in the backless shoe was 
very high. Without exeception, ex- 
hibitors handling this type of shoe 
described their sales as good. Sharing 
popularity with the backless shoe was 
the square-toe flat. This year, in con- 
trast to the last two seasons, nobody 
was worried about the potential of the 
little-heel pump. Sales indicated that 
this style is now considered standard 
and the 11/8 spool heel was a leader. 

Orders showed a strong demand for 
patent leather and patent and straw 
combinations. White was a close second 
with the beige family running third. 
Navy was fourth in popularity, but not 
as strong as usual. Salesmen attributed 
this to the fact that Easter is late this 
year, making white popular for late 
Spring sales. 

Straw was also strong with the two- 
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tone type selling well, as were crushed 
kid, gray and beige tweed and broadtail. 
Wedgwood green enjoyed some popu- 
larity and pastels were popular. 

In children’s shoes, there was a dif- 
ferent color story. Red and blue were 
leaders in the little flats and were used 
also as trim in saddle oxfords. White 
saddles with red or blue plaid trims 
were out in front in popularity for the 
young school set, both in re-orders and 
in spring lines. For young boys, black 
had not lost its 1955 popularity. 

For the teen-age girl and sub-teeners, 
the soft suede flat in a variety of pastel 
colors was the leader, followed by the 
little heel with a buckle for 


dressier 


ny 


<> 


® «* 
47 ~“* 
/ / Mtr oanO x 


Pipe 


wear. In re-orders, the gray-and-black 
saddle held its own and the solid gray 
suede flat was popular. 

In men’s shoes, brown and black vied 
for first place in the color interest. 
Glove-soft leathers were in demand, 
especially in the beige family of camel 
and maple colors. White buck was the 
leader for high school and college trade. 

About eighty firms were represented 
at the show, which is held twice a year 
at the Muehlebach and Phillips hotels. 
Officers of the sponsoring organization 
are M. C. Hansen, St. Joseph, president; 
T. K. Richardson, Stilwell, Kans., vice 
president; and Clarence A. West, Kan 


sas City, secretary-treasurer. 


“i 
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What happens 
when the weather changes? 


In the present climate of business, you have to 
be ready for changes when they occur. Our 
service helps progressive business organiza- 


meet unexpected financial requirements with- 
out borrowing, to devote all their efforts and 
means to profitable manufacture and sales. 
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« Atlanta « Grand Rapids 


FOUNDED 1808 





Officers Named by Pennsylvania Group GallenKamp Opens 6th Store 


In State of Arizona 


PeEMPE, ARIZ.—GallenKanip’s Shoe 
Store has been opened at 825 Mill Ave 
nue, Tempe Center. The store is man 
iged by Bill Irvan, who has served as 
assistant manager at GallenKamp’s 
tore in the Phoenix Uptown Plaza for 
the last two years. Mr. Irvan, who has 





been in the shoe busine for the last 
12 years, is a native of Kentucky and 
a graduate of Murray State College in 
Kentucky. 

This is GallenKamp’ ixth store in 
Arizona. Others are at Uptown Plaza 
and downtown Phoenix, Mesa, Nogale 


and Yuma. 


Frank G. Winterringer Dies 
HILLIARD, O. Frank G. Winter- 
ringer, 87, who was owner of the F. G. 
Winterringer’s Shoe Store, Hilliard, 

Q., died early last month. 

He was the only surviving founder 
of the Merchants and Farmers Bank 
Co., Hilliard, which was organized in 
: 1903. He had been president since 
Officers of the Central Pennsylvania Shoe and Leather Association were elected 1925. He served for 35 years as post- 

at the annual meeting in the Hotel Brunswick, Lancaster, Pa. They are, left to cal “nae tg: : fi 
“jee : . master of Hilliard, was a member of 
right: W. Y. Alleman, Hanover Shoe, Inc., first vice-president; Robert DeVine, man- es Ctiatid Cli inne 
ufacturers' representatives, president; Thomas Reider, Reider Shoe Manufacturing . ha ciated he y 
Company, retiring president; Harry Mason, Miller-Hess and Company, second lodge 493, ’. & A. M., of which he was 
vice-president; Paul B. Good, Eby Shoe Corporation, secretary-treasurer, re- aster in 1903; Scottish Rite, and 

elected. Oriental Shrine. 














FOAM CUSHION a 
INSOLES — 


COOL Summer Proposition 


Bricconés Italian Style Casuals 


BE ready for your biggest casual selling season when 


American men go out of doors this Summer Your cus 
q gentle tomers will be looking for Briccones gay, carefree casuals 


with wonderful fitting qualities. They come in rich smooth 
leather and embossed woven effects and feature Lion’s 

massage famous sales making Mold-Crepe sole. Watch them walk 
out at their low price ticket. There are other Lion sandals 
for men, women, and children, all profitable retailers 





Send for FREE sample 


“ 
(state size) and Catalog h 
STOCKED BY LEADING FINDINGS JOBBERS P # Sa n d als 


MODERN ORTHOPEDIC APPLIANCE CO., INC. INCORPORATED 
7t-) el cey teks OS ae.) 8 eee) 1) a ee ee ee? We ee | 107 BROADWAY ‘: 4 NEW YORK, N. Y. 
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We Offer Quality Jobs, Cancellations Our prices on fine shoes, 
and Closeouts in Branded Footwear to 





bought direct from the best known 





makers are in line with our 





raehald-vitehateda’ 


nationwide reputation 


shoe stores, drive-ins and hi iihihied 


shoe promotion buyers 4% 
Quality Shoes Since ‘32 
M. K. WEIL Shoe Company 


“While in Town See Weil” 
PAP me, ee ee ee 
Sample Rooms: Los Angeles * New York 













Open a Cancellation Shoe Store in Your Town 






Our New Store Consultants Will Help You Set Up a Profitable Operation 


Officers for 1957 Elected at Annual Meetings of Travelers 













Members of the Ohio Shoe Travelers Southwestern Shoe Travelers Asso- lowa Shoe Travelers Association, 
Club held their annual election be- ciation, front row, left to right, left to right, Walter Martin, chair- 
fore the close of the club-sponsored Robert Atkinson, director; W. W. man of the board; Robert Norris, 
Spring Shoe Fair held in the Desh- Pugh, treasurer; Paul B. Schroeder, second vice-president; Kermit Haun, 
ler-Hilton Hotel. New officers, left secretary-manager; Rudolph Baum, president; William M. Carver, ex- 
to right, are William C. Short, sec- vice-president; C. V. Hammond, di- ecutive secretary; Barclay L. Doug- 
ond vice-president; Clyde F. Logan, rector. Back row, Vernon Luke, di- las, Jr., secretary-treasurer. Not 
first vice-president; Al J. Wilmot, rector; Jay May, director; H. Kirby shown in photograph is William 
president; Robert M. Oeflein, secre- Taylor, president; Lacey Miseley, Coppock, who was elected first vice- 
tary-treasurer. director; C. W. Haggard, director. president. 


















Lay-Away Is New Feature of their leisure time out of doors, al- Under-Privileged Children 






























ost any . ‘mM Can use one 
Of Christmas Promotion ae ae ‘Fee types are the Given Shoes by Retailer 
CHEYENNE, Wyo. Ten local shoe moccasin-toe in one- and two-eyelet ver PHOENIX. ARIZ More than 250 un 
dealers cooperated in a “Santa’s Christ ions, and the slip-ons in plain and der-privileged children have received 
mas Gift Guide” promotion aimed at moccasin toe treatment The latter ; 
: new shoe from Kiamy Shoe tore 
convincing gift shoppers that shoes as often have elasticized gored sides, and 
well as slippers are choice Christmas come in shag and grained as well as “entra \venue and Monroe treet 
presents. mooth leather this cit rhis was the 10th year that 
The dealers took ads in a 28-page “Another style is the low-cut turf- Phil and Joe Kiam ypwner f the 
Christmas lay-away feature section boot, which is a one- or two-eyelet tore, have yviven away hundred 
published for the fifth year by the adaptation of the Jodhpur. The desert hoes to children referred to the 
Wyoming Eagle and the Wyoming type chukka with leather sole is a sign choo] authoritic 
State Tribune. Theme of the special of the season and comes with such style " ' 
ection was “Lay Away a Gift a Day points as kiltie fringes stitched to the wed os allaren 
from Now until Christmas!” lower part of the tongue and lease-type ‘ | ur arnie ! ive 
foatonar yp ‘ 
Some of the copy which sparked the aaa — : ensnalt = ue sO Riam rol 
romotion read: l ’ iowing the oriental influ me he added th hoc ue rave 
ence, have a straight-acro plain moc , ' ‘ aa 
“There will be footprints in the snow toa and side straps running through sins se , parr Kiam 
under many a Christmas tree as shoes the counter at the back d that when the project began 10 
and slippe ! bound to the top of the “And for indoor wea} ou can choose veal ago, the tore wave away only 
= list. There are hundreds of sty! among four types of slipper of which 100 pairs of shoe Kach year, more 
pave ye rien age pes ‘a every man hould have at least two have been added to help meet the need 
one a5 wel 85 These are pullman slippers for travel, , ee ake + nf Of 
uppe! to bring warmth to cold feet a pair with thin flexible sole leather on ; _ ; ds se iad 
and keep feet cool in steam-heated the bottom, self-soled ones in buckskir oe end up giving away mor 
rooms or glove leather, and a pair of shear because we don’t want to turn any of 
“With American men spending more ling lined ones.” the children away Kiamy said 
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Washington Newsreel 
[CONTINUED FROM PAGE 32] 
showing how the U. 5S. 
distributed by age groups: 
Under 5 14,680,000 11.1% 
5-14 29,213,000 17.4% 
14-17 9,544,000 v. 
1%-24 15,145,000 9, 
25-44 47,056,000 28. 
15-64 44,028,000 20.2 
65 and 14,426,000 fal 
All ages 168,091,000 100. 


* + . 


population is 


over 


busi- 
has 
and 


now raging in 
over trading 
federal government 
become a_ hot 
1957 


torm 


The controversy 
ne circle stamps 
the 
promise to 
Wa 

Center of 
Trade 
winding up a 
whether 


40Trie Case uw 


reached 
issue in 
hington in 
the 
Commi 


will be the Fed 
which is now 
study of 
illegal in 
of com- 


eral sion, 
year long 

tamp plans may be 
unfair methods 


petition, criminatory trade prac 


tice or restraint of trade. Complete 
of thi tudy 
known for time 
Amony 
FTC wa 
ing tamp a“ 
they are gift 


in i where 


result may not be 
ome 
the 


whether 


tudied by the 
advertising of trad 
implying 
, may be false advertising 


questions 


‘premiums,” 
of merchandise 


the The 


stamp firms as 


prices 


are rai to pay for stamp 


study covers individual 


the industry generally. 
A Senate Busine 


well a 


Small ubcommit 


This seal influences 


the buying of ALL MOTHERS whether 


tec has been waiting for the results of 
the FTC study, holding up a possible 
investigation of its own. Some kind of 
legislation to govern the uses of trad- 
ing stamps is possible, but action to 
outlaw completely trading stamps, by 
either Congress or the FTC, is con- 
sidered highly improbable. 

The U. S. Agriculture Department 
is also in the early stages of a study 
of trading stamps. Officials there want 
to know what effects stamps have on 
food prices and farm incomes. 
will take a year or more to com- 


retail 
Thi 

plete 
effort to shed some light on 
trading stamps for retailers, the U. S. 
Commerce Department’s Office of Dis- 
“Summary 


In an 


has published a 
of Information on Trading Stamps” ir 
which it says a stamp plan under fa- 
can be an “effective 
producing in 
well as in 

but it is 
for ineffi- 


tribution 


vorable conditions 
sales promotional tool, 
creased sales at a profit as 
creased customer loyalty 
crutch 
” 


not a 
cient merchandising. 
Stamps, according to the report, can 
be particularly profitable to 
which handle 
with little or no increase in operating 
Sut it adds that a stamp 
between 2 per cent and 3 
and an increase 


about 25 


panacea or a 


stores 


can increased volume 


expenses 


plan costs 


per cent of gross sales, 


in sales volume of per cent 


required to make a plan profitable. 


Copies of the report, number 182 in 





they read Parents’ Magazine or not! 


TV; 
MAGAZINE'S COMMENDATION SEAL is 


In newspapers, magazines, 
PARENTS’ 
helping fine branded products sell more, 


Millions of pt ople 


know that a product must be suitable for fami- 


lies with children to have this Seal! 


This unique confidence in PARENTS’ can 


help increase sales for your brand! Ask for 


details today 


stores; on 


PARENTS’ MAGAZINE'S 
CIRCULATION GUARANTEE 
1,700,000 


mothers and others 


MONTHLY READERSHIP 
6,700,000 


(Readeremp study or 





PARENTS’ MAGAZINE'S COMMENDATION SEAL 
CREATES CONFIDENCE AND INCREASES SALES! 


PARENTS’ MAGATINE + 52 Vanderbilt Ave., N.Y. 17 + Chicago + Atlanta + Boston + Los Angeles + San Francisco 


the business service bulletin series, are 
available for 10 cents each from the 
Department of Commerce, Washington 
25, D. C., or any Department field office. 


Heels Are Focal 
Point in Paris Styles 
[CONTINUED FROM PAGE 39] 


construction and ornamentation of 
heels. Besides the Louis XV _ heels 
just noted, there are very light cork 
heels; heels with interchangeable top 
lifts; sculptured top lifts; unbreakable 
top lifts and some strengthened with a 
hee] protector. In evening shoes, there 
is a strong trend toward heels entirely 
encrusted with rhinestones. Extra fine 
giving lightness to the 
have almost entirely replaced platform 


soles, shoes, 
ov orthopedic soles 

A new treatment of kidskin, 
cent and waterproofed, has been added 
to upper materials of kid, suede, fine 
calf and alligator. This new kidskin 
has been especially popular with Capo- 
bianco. A stretchable material, 
latex,” has been used in a gold half- 
for cocktail wear by Leandre. 
Ploin has a pump in black llama. The 
for cocktail and 
evening shoes are violet, cyclamen, 
blue, cognac and red, matched to the 
First in importance for eve- 
ning, however, are silver and gold em- 


irides- 


“‘sero- 
boot 


most popular colors 


costumes, 


broidered with rhinestones. 


Survey Reveals Shoe Sales 
Figures in Clothing Stores 


WASHINGTON, D. C.—Sixty-four per 
of the stores that sell men’s ap- 
parel also sell men’s shoes. The impor- 
tance of this segment of business is 
shown in a survey of confidential fig- 
from 740 typical men’s re- 
tailers located throughout the country 
made by the National Association of 
Retail Clothiers and Furnishers. 
Figures from confidential question- 
naires and the conclusions reached 
were made by the Washington Univer- 
sity School of Business and Public Ad- 
ministration of St. Louis, which uni- 
versity has made a number of surveys 
for the shoe industry. This study was 
financed by a grant from Men’s Wear 
Magazine, a trade publication. 


cent 


ures wear 


Shoe departments in men’s stores oc- 
cupy an average of only 9.5 per cent of 
selling but contribute an aver- 
age of 11 per cent to total store volume. 
Average gross margin on shoes in the 
stores surveyed is 36.6 com- 
pared to 37.2 per cent for the average 
store’s total volume. Shoe sales in these 


space 


per cent 


stores rose an average of 6.8 per cent 
since 1950, while men’s and 
boys’ wear stores rose only about 1 per 
cent during the same period according 
to U. S. Government figures. 

In 18 per cent of the stores having 
departments, the operation is 
leased. 


sales in 


shoe 
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General Names Division Vice-Presidents 





LLOYD KRUG 





NASHVILLE, TENN. General Shoe 
Corporation, through its vice-president 
of sales distribution, Matt Wigginton, 
announced two changes in its sales 
divisions, with Lloyd Krug becoming 
vice-president and general manager of 
its Cedar-Crest division, and Edward 
W. Graham, who has been head of that 
division, moving up to the Jarman 
Shoe Company as vice-president. 

Mr. Krug has been a special repre- 
sentative in General Shoe’s Storybook 
division. Prior to joining General Shoe, 
he was national sales manager of the 
Culver Manufacturing Company, shoe 
manufacturers and distributors. He 
has had 26 years of experience in the 
shoe industry, working for his father’s 
30 retail stores in a chain known as 
M. Krug, Inc., of New York. After 















EDWARD W. GRAHAM 





captain of artillery in 
he became United State 
manager Parisette, 
largest manufacturer of baby 
Later, he joined Culver Manufacturing 
Indiana, manufacturers 


shoes. 


serving as a 
World War II, 
for La Canada’s 


shoes. 


Company of 
of children’s 

Kd Graham, the 
president, began with General Shoe as 
a special trainee in 1946 and, after a 
tour of duty through many phases of 
the company, spent several years as 
an administrative assistant to Earl T. 
Bumpous, the president of Jarman 
Shoe Company, and as its district sales 
manager. He was then promoted to 
vice-president and general manager of 
Cedar-Crest and has been the head of 
this work shoe and field boot division 
until his new promotion. 


new Jarman vice- 





Hussco Shoe Co. in Merger 
With Three Other Firms 


HONESDALE, PA.—The Hussco Shoe 
Co, has merged with three other firms 
in which it has had an_ interest. 
William Manowitz will continue as 
president of Hussco, which was founded 
in 1904. 

Companies included in the merger 
are the Well-Worth Slipper Co., Hus 


kies Enterprises, the marketing or- 
ganization for Hussco products, and 
the Jordan-Williams Co., which owns 


all Hussco factory buildings and prop- 
erties in Honesdale. Harold Kessler 
will be vice-president and secretary. 
The merger was described by Mr. 
Manowitz as “a re-organization which 
will enable Hussco to continue and 
strengthen its expansion program, and 
increase its managerial efficiency.” 
Hussco recently added a line of men’s 
casual shoes, and broadened its lines 
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of children’s shoes. While the greater 
part of its production is for the 
teenage and women’s market, Hussco 


is also a large manufacturer of moc 


casins in the United States. 


Selling Fashion Craft Line 
In Ohio and Michigan 


CoLUMBUS, O.—Harry Teetsel is now 
covering Ohio and Michigan as sale 
representatives of the Fashion Craft 
Division of Craddock-Terry Shoe Cor 
poration, Lynchburg, Va. For the last 
four years he has been a member of 
the sales staff of Parkhill Shoe 
Mr. Teetsel is currently a 
of the board of governors of the Ohio 
Shoe Travelers Club and is a past 
president of that organization. He 
makes his headquarters at 1656 N. W. 
Joulevard, here in Columbus 


member 





Heads All Sales Divisions 
Of International Shoe 


St, Louts—Maurice R. Chambers has 
been elected vice-president in charge of 
sales for International Shoe Company. 
Henry H. Rand, president, announced 
that this was a newly created position 
and that Mr. Chambers will be in com- 
plete charge of sales for all selling 
divisions of the company. 

For the past four years Mr. Cham 
bers has served as general merchandise 
shoes for Inter 


manager of women’s 


national’s general line divisions, Sun 
dial, Peters, Friedman-Shelby, and 
Roberts, Johnson & Rand. He also 













MAURICE R. CHAMBERS 


headed sales and merchandising of 
women’s shoes for Continental and 
Sentinel divisions. 

Mr. Chambers, 40 years old, began 
his career working in the factory. Late) 


he traveled for several years, selling 
to independent retailers. At the same 
time he owned and operated five shoe 


stores. Before joining International he 
was buyer and merchandise manage! 
for a large mail order house 

Hi promotion } effective immedi 






ODM Asks Program Covering 
Expansion of Labor Force 


WASHINGTON, D, ¢ The Office of 
Defense Mobilization, obviously on the 
alert because of the war scares in the 


Middle East and Fastern Europe, i 
asking the U Labor Department to 
develop a national wage and salary 


tabilization program for use in case 


of an emergency. 
The Department is ordered to de 
velop measures covering expansion of 


force and maximum utilization 
for war 


the labor 


of the civilian labor force pro 


duction In an emergency 


Order etting up trigger program 
for wage and salary controls and man 
power programs are among the last 
of the mobilization programs to be as 


signed by ODM 
while the Pentagon developed its “first 
a manpower! 


They were held back 


call” priorities on wartime 
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Gordon Heads New Department of USMC 


A. R. GORDON 


Gordon of Norwell, 
United Shoe Ma 
cement shoe 


BOSTON A R 
Mia 


chinery 


manager of 
Corporation’: 
1945, has ap 
pointed manager of the Powasert De 
newly established section 
of the firm’s industrial sales depart 
ment. He is succeeded by Richard C 
Marcy of Marblehead, Mass. 

In his new position, Mr. Gordon will 
ipervise the sales and distribution of 
the company’s line of self 


department since been 


partment, a 


automatic 


RICHARD C. MARCY 


inelud- 
and 


feeding portable fastening tool 
high-speed tackers, nailers, 
crewdrivers. 

After joining United in 1915, Mr. 
Gordon’s first assignments were at the 
company’s Beverly factory and branch 
office in Brockton. When he returned 
World War I service, he was 
appointed assistant manager of Uni- 
ted’s New York branch office. In 1931 
he was transferred to the cement shoe 
department in the firm’s Boston Office. 


ing 


from 





Two Executives Are Promoted 
By J. F. McElwain Co. 

NASHUA, N. H Robert A. T. Nelson 
has been named assistant general man- 
of the J. F. McElwain Co., shoe 
of Nashua and Man- 
McKay has been 


executive 


age 
manufacturer 
and James C 
the 
board of director 

new Mr. Nelson, who is 
vice-president of the McE]wain 
formerly 
Gleason, who 


chester, 

appointed to committee 

of the 
in hi 


i 
AiSO 


firm’ 
post, 


handle dutie 
performed by Francis H 
ident of 


Company, will 


became the concern when 
RKiobert ¢ 
of the 


{ orp 


pre 
igned to become head 


Melville Shoe 


Erb re 
parent company, 
thi 

Mi Me Kay l al 
McElwain’s and will 
ct re of it ole leather 


earlier year 
ident of 


to be In 


oa vice pre 
continue 
divisior 


Chicago Salesman to Carry 
King’s Footwear Line 

LV Pans hing bootweat in 

inced the appointment of Dan Pedott 
entative 
addition to 

and 
Pedott 
yvomen’ 


the 


of Chicago a a ale 
> 
Bee 


well 


repre 
King line. Ty 
the 
lipper 

also sell 
inda a new 
Bee 
Formerly a 

& Goldberg, Chicago 
manager, Mr Pedott’s 
Ilinoi Wisconsin, 


Kentucky 


thei 
known men’ 
and anda! Mi 
the Resorter 


additioy to 


arrying 


King 
line 
O'Connor 


ociated with 


retailer , 2 tore 
territory will 
Minnesota 


nelude 


Indiana and 
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Gro-Cord Names Industrial 
Sales Promotion Manager 


LiMaA, O.—D. J. Wriggelsworth has 
rejoined the special services department 
of Gro-Cord Rubber Co., here, following 
a short 
an announcement by 
president of 


absence, according to 


Moor, 


leave of 
I: orest 
Gro Cord 


D. J. WRIGGELSWORTH 


will be 


Mr. Wriggvel 


ales promotion manager 


worth industrial 
for Gro-Cord, 
pecializes in the manufacture 
and for and safety 
hoes. He will work closely with manu 
facturers in the selection of the 
of soles and 
and safety 
conditions 


hich 
of ole hee] work 
proper 
heels for 


under al! 


types 
year 


maximum 
types of 


industria] 


of the 


Leinauer to Supervise Sales 
Of Friedman-Shelby Lines 


Louis—C. E. “Chuck” 
named a manager for 
Interna- 


ST. Leinaue! 
nas peen 
I’ riedman-Shelby 
Shoe Company, according to a 
announcement by Harold F. 
division general manager. 

former sales promo- 
for the division, will 
distribution of John C 


sales 
division of 
tional] 
recent 
Oyaas, 

Mr. 


tion 


Leinauer, 
manage! 
upervise 


C. E. LEINAUER 


Kingsway shoes for men 
west of the Mis 


Roberts and 
and boys in all state 
issippi. 

A Friedman-Shelby employee since 
1949, Mr. Leinauer succeeds Marschall 
Arduser, who i Mon 
tana and sales 
territory 


taking over the 
eastern Washington 


with women’s and juvenile 


Holmes Made Vice-President 
Of F. W. Stuart Co. 


MAss.—The F. W. Stuart 
Co., last manufacturers, has announced 
the of Kenneth E. Holmes as 
vice-president. At present he has his 
own model room in Elmont, Long Is- 
land, New York but plans to open a 
tudio in York city. 

Since 1933, when he joined the Vul 
Last an apprentice 
model] Mr 
Holmes ha not 
only in 


ANDOVER, 


election 


New 
can Corporation as 
and pattern grader, 
had 
the last indu 


maker 
wide experience 
but the 
well. Following 
Louis in 1940, 
for 


try shoe 


nanufacturing field, a 


transferral to St 


in which city he designed lasts 


many of the better grade shoe 


and 


com 
stayed for two 
taff of the Flor 
where he served as 
fit advise) 


panile where he 


joined the 


vears, he 


neim shoe Co, 


embly room foreman and 


Albert 


then, as foreman 
1944 he joined 
nited Last Company, which he 
left to the armed the 
Following his discharge 
from rejoined 
United Last and eventually became as 
manager of the plant operated 
company’s Stewart & Potter 
His home is at 301 Brooklyn 
New Hyde Park, N. Y. 


Leone and, 
lasting room. In 
the [ 
oin forces in 
Pacific area. 
military ervice, he 
sistant 
by that 
Division. 
Avenue, 
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U. S. Rubber Co. Executives Promoted 





Cc. W. PENNINGTON 





New York-—C. William Pennington 
has been appointed assistant general 
manager of United States Rubber Com- 
pany’s footwear and general products 
division, E. A. Luxenberger, vice-presi 
dent and general manager, announced. 

Louis J. Healey succeeds Mr. Pen 
nington as general sales manager of 
consumers’ products. Arnold H. Fin 
nern succeeds Mr. Healey as manager 
of branch sales. Gregg T. Ward has 
been appointed assistant to the general 
manager, responsible for advertising, 
sales promotion, publicity and special 
assignments. All appointments are ef- 
fective immediately. 

Mr. Pennington, a native of New 
Albany, Ind., started with U. S. Rubber 
in 1926 as a stock clerk in Portland, 
Oregon branch. After several promo- 
tions in that branch, he became district 
sales manager of Seattle branch in 
1937, and of San Francisco branch in 
1938. He served as sales manager of 
the Pacific Coast Division from July 
1940 to January 1947, Other sales pro- 


motions followed until he was ap 
pointed general merchandise sales man- 
ager in December 1951. Sinee July 


1954 he has been general sales manager 
of consumers’ products of U. S. Rub- 
ber’s footwear and general products 
division. 

Mr. Healey, a native of Santa Rosa, 
Calif., came to U. S. Rubber in August 
1939 as a sales clerk in San Francisco 
branch. On August 15, 1941 he obtained 
a leave of absence to enlist in the 
United States Navy. He served with 
the Navy until February 1946, becom 
ing a lieutenant commander. 


On his return to U. S. Rubber he 


was appointed assistant district sales 
manager in San Francisco and later 
district sales manager. From August 


1948 to December 1952 he was Pacific 


Coast sales manager for the division 
Other important assignments with 
U. S. Rubber included sales manager 


of general products and assistant man 
ager of branch sales. In July 1954 he 
was made manager of branch sales 

Mr. Finnern, a native of Denison, 
Iowa, started with U. S. Rubber in 
September 1937 as a sales clerk in San 
I'rancisco branch. He worked in that 
branch as salesman and chief clerk 
until May 1942 when he was assigned 


LOUIS J. HEALEY 





ARNOLD H. FINNERN 





war products 
In September 


to the rubber company’s 
division in Los Angeles. 
1943 he was appointed district 
manager of Los Angeles branch. In 
January 1953 he became Pacific Coast 
sales manager. The following year he 
was promoted to assistant manager of 
the nationwide branch sales organiza 
tion of the footwear and general prod 
ucts division. 

Mr. Ward has been with U. S. Rub 
ber since January 1925. Starting as a 
sales clerk in San Francisco branch, 
his later sales included 
manager of Baltimore branch, 
sales manager of New York branch, 
manager of branch sales, general mer 
chandise manager and general 
sales manager. He has been assistant 
general manager of the footwear and 
division July 


sales 


position 


sales 
sales 


general products ince 


1954. 


New Salesman to Represent 
Fredelle in Midwest 


BEACH, I'LA Phe appoint 
repre 


MIAMI 
ment of Bertram Press a ale 
entative for the widwestern territory 
ias been announced by Edward Gral 
manager of Fredelle Foot 
of Miami Beach and New 
will handle sales for 


Rene Shoe 


nick, sales 
wear, Inc., 
York. Mr. Pres: 
I'redelle Footwear and for 
I’redelle’s popular-priced line 
hoes which had it 
trade at the recent National } 

A veteran of 25 years in the shoe in 
dustry, Mr. Pres is well known 


territory 


of Italian 
introduction to the 
hoe Fair 


throughout his 


I’redelle executives are planning In 


creased market coverage during 1957 
Shoe Designer to Enter 
Free Lance Field 

NEW YORK Elinor Bohl na re 
iyned as designer for Palter De Liso, 
Inc., according to Martin Palter, pre 
ident 

January t, Mr sohle 


Starting 
will do free lance work. Her successor 
has not been appointed 

Prior to her position with Palter De 
Liso, she was 
in the same capacity of designer 


with Andrew Geller, Inc., 





EXCLUSIVE 


FOOT-SO-PORT 


____ SHOE STORE 


T-50-PORTe 


SHOEs 





















IS A SOUND INVESTMENT 
NOW AND A SUBSTANTIAL 
INCOME FOR YEARS TO COME 


@ Instead of fighting for survival 


in the sea of ever-increasing com- 










petition by lowering quality and 





cutting retailers’ profits, the Muse- 
beck Shoe Company is constantly 
striving to increase the quality of 







Foot-so-Port Shoes. 






@ Even in booming times, as we 





are experiencing today, the retailer 





who shows a smart profit is the one 






who gives the most value for the 





customer's dollar. Repeat sales, 






which is the backbone of the re- 





tail shoe business, is measured 









solely by the quality of the prod- 





uct and... 


75% of Foot-so-Port business 


is made up of... 


REPEATS 


ONE CUSTOMER 
TELLING ANOTHER 


PRESCRIPTIONS 


. and that's because there is no 












other shoe in America today that 






gives such satisfactory perform- 







ance. 





If success is what you are looking for, 


write today for your copy of “The In 








side Story of Foot-so 
Port Shoes” and full THE 
details concerning INSIDE STORY 
an agen y in your OF 
city. There are fre FOOT-SO-PORT 
opportuniti 5 SHOES 










quent 
for managerial posi 
tions among dealers |b 
who own and operate several Foot-so- 
Port Stores 


FOOT-SO-PORT SHOES 


A Division of Musebeck Shoe Company 
Oconomowoc, Wisconsin 
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Vaisey-Bristol Plans to Step Up Promotion Compe Reports Net Sales Gain 
Of Five Per Cent 
WALTHAM, MAss. — Consolidated net 
sales of Compo Shoe Machinery Corpo- 
ration of supplies, shoe manufacturing 
machinery and parts for the nine 
months ended September 30, 1956, to- 
taled $4,753,062, an increase of 5 per 
cent over the $4,515,330 in the corre- 
sponding period of 1955, according to 
John F. Smith, president. 
Net income after providing for spe- 
cial non-recurring adjustments and for 
Federal taxes was $95,692, which, after 
preferred dividend requirements, was 
equal to 20 cents a share on the 353,851 
hares of common stock outstanding. 
The net income after provision for 
lederal taxes in the corresponding 
1955 nine months was $239,265, which 
after preferred dividends was equal to 
Attended Vaisey-Bristol sales meeting. First row, left to right: Joe McCaffrey, 65 cents a common share based on the 
Bob Bristol, Sam Vaise, George Meierhoffer, Gene Arend. Second row: Bill Reid, number of shares then outstanding 
Grady Mayhew, Jack Satek, John Matherly, Tom DeMoss, Fred McBride, Bob Camp- Mr. Smit : cliceeell ites " a ; 
bell. Back row: Tom Dunford, Ted Richmond, Mel Dickson, Ed Gallagher, Mac Mr. Smith declared that the special 


McVay, Ken Wise, Bill Sanborn, Connie O'Brien. adjustments represent large — non- 
recurring adjustments of inventory, 

ecutives and mem Modern Romance, Modern Sereen, Ver and above the amount provided 

the sal talf of Vaisey-Bristol creen Stories, Mademoiselle, Glamour [0° Obsolescence and also a write-off 
hoe Company vathered here at com of some deferred charges. These ad 
justments total $216,000 before taxes 


ar pitta In addition to viewing the | | il} | y and $131,000 after taxes. He said that 
’ t-walke 1 ' _ : 
full spring line, salesmen were told of C first-wailkers, will be used in Your further tax saving resulting from this 
4 , , TT , ° . 
Vew Baby, Baby Talk and My Paby. adjustment will be realized in the com 


and Charm, Additional black and white 


i y { i le ! i { > “ay 
par headquartes fo i hree-da featuring basic types for creepers 


the company’s decision to step up the 
national advertising campaign All Vaisey-Bristol salesmen are now ing year 

Full color ads will be run in Parents’, in their territories, with the new line. The report showed that before ad 

justments there was a decrease of $12, 

573 in net profit, which was more than 

accounted for by a decline in the net 

income of Compo’s wholly-owned sub 

sidiary, United Wood Heel Company. 


y led ree The reduction in the net income of the 
€ aAZE ALL-LEATHER FIBER ' ; ' . subsidiary, it was explained, was due 

. mainly to higher labor costs and to 

the competition of plastic heels. Mr. 


‘ ay wl Smith declared that this situation is 
al nf Ke w fe ‘ being corrected, and he said the man 
: ‘ ae agement believes profits will improve 

3) ety in the coming year. 


A SUPERIOR PRODUCT FOR CEMENT y Si) ae a : : 
uy hati} ; New YorKkK—Merger of the two big- 
PROCESS SHOES «~ ORIGINATION OF Bs gest shoeworker unions moved a step 
THE BAIN CORPORATION. ae ad HF closer late in November when Unity 
Committees representing both groups 
et Se? ASR Serie! id met with United Shoeworkers of Amer- 
MORE FLEXIBLE aw , Nis. Pash ica President George Fecteau, and Boot 
ain ; and Shoe Workers’ Union President 

John J. Mara, in New York. 

; In a joint statement issued by Presi- 
MORE UNIFORM “giish y dents Fecteau and Mara it was an 
because of exclusively controlled reaps m. nounced that the committees were in 
: adie , unanimous agreement that a merger 


Two Shoeworker Unions Move 
Closer to Merger 


because leather itself is flexible 


blending from grinding of choice ; ae MADE ; 
de EXCLUSIVELY BY of the two unions, accomplished with- 


leather fibers to finished sheets ie! |} out unnecessary delay, would best 


; serve the interests of both shoeworkers 
CAN BE SKIVED and the shoe industry. 

80 as to combine per- The New York meeting resulted in 
; CORPORATION | an agreement among the committee 
fectly with metatarsal EE members to consider a new constitu- 
cushioning pad for 19 CHESTNUT STREET tion which the United Shoemakers of 
CAMBRIDGE, MASS. America will tentatively draft for dis- 
TRO 6-723) cussion at the next meeting of the joint 

Unity Committee early in 1957. 


greater foot comfort 
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Leather Company Is Honored 
By National Safety Council 

WILMINGTON, DEL.—The Specialty- 
New Castle Division of the Allied Kid 
Company, here, was presented a special 
award at the 44th National Safety Con- 
gress, held in Chicago, for having es- 
tablished a new world record for the 
tanning industry of 2,378,051 injury- 
free manhours from October 23, 1954, 
to September 30, 1956. 





Plaque awarded to the Specialty-New 

Castle Division of Allied Kid Company 

for having set up new world record in 
injury-free man-hours. 


Paul Jones, public information di- 
rector of the National Safety Council, 
who made the presentation to John 
N. Russo, personnel manager, compli- 
the Allied Kid Company for 
achieving this outstanding record in 
the field of accident prevention. He 
added that, “without the complete co 
operation of management and em 
ployees in making everyone safety con- 


mented 


scious, this goal would not have been 
possible.” 
Saul L. Cohen, vice-president and 


general manager of the Specialty-New 
Castle Division, congratulated the 650 
employees and also said that a record 
of this kind that effort 
should be placed on accident-awareness 
working without 


means more 


in order to continue 
lost-time accidents. 


Samuel Levine Joins Staff 
Of New York Wholesale Firm 

New YorkK—The Shoe Co. 
has announced that Samuel Levine is 
now a member of the organization. Mr. 
Levine is the son-in-law of Charles 
Glasser, senior member of this whole- 
sale firm. He originally was a buyer 
of a well known New York dress house. 

Mr. Levine will take over the duties 


Glasser 


of Sheldon Glasser, a son of Charles 
Glasser, on the office work, allowing 
the latter to devote his full time to 
sales. 


Lasting Instructor Promoted 


St. Louis—Leo E. Bridges, lasting 
instructor at the Anna, IIl., plant of 
International Shoe Company, has been 
promoted to assistant foreman of the 
lasting department. Mr. Bridges start- 
ed with International in 1945 as an 
assembler in the lasting department. 
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Groups of Managers to Visit 
Edison Bros. Home Office 


St. Lours—Edison Brothers Stores, 
Inc. has announced that another group 
of managers, the eighth group in its 
series, will visit the home office in St. 
Louis in January, 1957. 

These sessions are designed to ac- 
quaint Edison store managers with 


home office operations and to show them 
how the various departments are func- 
tionally integrated with the firm’s 290 
stores in the field. Conferences on 
sales and merchandising are also in- 
cluded in the which usually 
run about three days. In time, Edison 
Brothers plans to bring all of its man- 
agers in groups to St. Louis. 

The seventh group to make the trip 
was made up of 18 managers. They 
visited St. Louis in November. The 
group included Earl Ferrara of Birm- 
ingham, Ala.; Mel Reimann of Phoenix, 
Ariz.; Sam Frankoff, Oak Park, IIl.; 
Lee Henessee, Des Moines, la.; DeVere 
Thomson, Denver, Colo.; Orland All 
red, Salt Lake City, Utah; Jack Touch- 
stone, Shreveport, La.; Clarence Un- 
derwood, Alexandria, Va.; Charles 
King, Memphis, Tenn.; Perry Duncan, 
Cleveland, O.; Fred Lewis, Baltimore, 
Md.; Ray Johnson, Greensboro, 8S. C.; 


sessions, 


Frank Ricca, Jr., Dallas, Tex.; Leon 
ard Hubbard, Phoenix, Ariz.; Richard 
Koon, Hollywood, Calif.; and Morris 


Finch, Pasadena, Calif. 
































Selling Tyer Footwear Line 
In New York State 

ANDOVER, Mass.—Tyer Rubber Com 
pany, of Andover, has announced the 
appointment of Joseph M. Freitas as 
sales representative of the Tyer Foot- 
wear Division for New York state, ex 
clusive of New York city. 

The Tyer footwear line includes a 
variety of canvas-topped sports foot 
wear headed by Tyer “Fleetwood” rub 





JOSEPH M. FREITAS 







ber-soled shoes, and Tyer “Ropeez’ 
inti-skid rope-soled shoe Iyer also 
makes hunting pacs and fishing boot 
plus a complete line of waterproof foot 
wear 

_ 



























Penobscot and Old Town 
Assign New Territories 


LOSTON The Penobscot Shoe Com 
pany has announced the appointment 
of Jack 


Penobscot 


representative for 


i 


Crosby @ 
Trampeze sports casuals in 
Arkansas, Florida, Georgia, 
and Mississippi. Mr Crosby 
tichard’ 


Alabama, 
Louisiana 
was formerly shoe buyer at 
Department Store, Miami, Fla. 

The Old Town Shoe Company ha 
transferred Jack Stahl from the 
office to a road territory, selling 
Trotters sports 

New Jersey and Connect 


Soston 

aies 
Oldmaine 
New York, 
eut 


casuals in 


Made Chairman of Canadian 
Shoe Information Bureau 


MONTREAL, CAN (. R. Kidner, vice 
president, Savage Shoes Ltd., Preston, 
Ont., and a director of the Shoe Manu 
facturers’ of Canada, 
been appointed chairman of the Shoe 
Information Bureau of Canada, for 
1956-57. Mr. Kidner Arthur 
Tetrault, president, La Diva Shoe Ltd., 
Montreal, vice-president of L’Assomp 
Shoe Co., Ltd. and first vice-presi 
of the Shoe Manufacturers’ Asso 


ciation 


Association has 


succeeds 


tion 
dent 


More Homes Being Built for 
Endicott Johnson Workers 


BINGHAMPTON, N. Y.-—-The Endicott 
Johnson Corporation is planning to 
complete 49 new workers’ homes in the 


West time for 


pancy 


Corner area in occu- 


late next spring 


Framing and other outside work on 


the homes has been rushed to completion 
during favorable weather so that work 
continued through 


officials said 


on interior can be 


the winter month 

The 49-home colony, including streets, 
idewalk will 
represent an outlay of more than $500, 


and other improvements, 


000 when complete 

The 
yram 18 now propre 
10 to 


company’s home-building pro 


ing at a rate of 


5O new home a yeal 


Shoe Store Equipment 


CATALOGUE 
1S RESERVED FOR YOU! 
--- Mail Coupon Today! --- 


Permanent Exhibit Opened 
By U. S. Rubber Co. 


New York—Counting on two million 
visitors in 1957, United States 
Company recently opened the largest 
permanent exhibit hall in Rockefeller 
Center Von der Lancken and 
were the design architects. 


tubber 


here 
Lundquist 


H. E. Humphreys, Jr., president of 

United States Rubber Company, ex- 

amines a boot in the exihbit of men's, 

women's and children's boots in the new 

permanent exhibit hall, largest in Rocke- 

feller Center, at a preview of its open- 
ing to the public. 


Exhibits, changing every three or four 
months, will be planned to dramatize 
33,000 products and the 
play in present day 


the company’s 
vital part they 
life. 

The diversity of the fields in which 
the company is interested will be il 
lustrated in products made from rub 
ber, plastics, textiles and chemicals. 
Exhibits at the opening included auto 
mobile products dramatized in a “phan 
tom” (skeletonized) car designed by 
Harley Earl, home furnishings attrac 
tively displayed in a three-room model 
house House Beautiful 
magazine and two exhibits of special 
interest to the shoe industry. These 
were a display of elasticized fabric 
woven with lastex. The fabrics had 
been supplied by Thomas Wilson and 
Alfred Vamos. The other exhibit, of 
special interest to the retailer, 
howing of protective footwear 
Hunting 
ock to wear 


designed by 


shoe 
Was a 
for men, Women and children. 


boots and an insulated 


ROMITO-DONNELLY 


CORPORATION 


RAVENNA,OHIO 


boot included in the 
men’s group. 

Speaking at a preview of the new 
exhibit hall, H. E. Humphreys, Jr., 
noted the expanding research program 
of the United States Rubber Company 
in which, he said, “Since 1948 we have 
invested more than in all the years 
before that, back to our incorporation 
in 1892. In that eight-year period we 
have brought out 24 new products or 
product lines each of which has 
reached a sales level of a million dol- 
lars or more a year or is expected to 


in 1957.” 


inside a were 


new 


Apt Shoe Becomes Division 
Of A. Sandler Company 


Purchase of the Apt Shoe 
Manufacturing Company by A. Sandler 
Company was announced here recently 
by Jack Sandler, president. 

With Apt’s assets went 
name, “Aptitudes.” 

Richard Apt, who was president of 
the Apt will head the new Apt 
division of Sandler. Current 
call for an expansion of the casuals 
and flats line. Operation will continue 
at the Apt plant, although purchasing 
will be done through Sandler’s pur 
chasing division. 

The sale was negotiated through 
Travelmaster Shoemakers, Inc., a Sand- 
ler subsidiary, for an undisclosed price. 


S,0STON 


brand 


the 


firm, 
plans 


Barry Manufacturing Buys 
Ayers and Burkeside Firms 


LYNN, MAss.—-Barry Manufacturing 
Company has acquired the assets and 
equipment of the Ayers Shoe Company 
and Burkeside Shoe Company, it wa 
announced here by Rothbard, 
president and treasurer of Barry. 

Ayers Boston, 
patented slip-lasted shoes for infants 
and children. Burkeside Shoe Company, 
Brockton, and hand- 
lasted moccasins. 

Barry will continue to manufacture 
the products of both firms in new and 
in Lynn. 


Samuel 


Shoe Company, made 


made cemented 


enlarged quartet 


SUMMER 
CASUALS 


WELLCO SHOE CORP. 


Waynesville, N, C. 
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Sees Competition Decreasing 
Manufacturing Units 


NEW YORK 3etween December 1, 
1950, and September 1, 1956, the num- 
ber of companies making shoes and 
slippers in this country has decreased 
from 917 to 796. The number of shoe 
manufacturing units similarly has de- 
creased from 1207 to 1048. These facts 
are revealed in a survey just completed 
by the National Shoe Manufacturers 
Association. 

Commenting on this decline, NSMA 
points out that it has “taken place dur- 
ing a period in which production has 
risen approximately 55 million pairs. 
Moreover, there is still substantial ex- 
cess capacity in the industry. Most 
sources agree that manufacturers could 
produce at least 700 million pairs an- 
nually, if not more, at the prsent time.’ 

Concentration in the industry cannot 
be said to account for this decline, 
according to NSMA, since a study pre- 
pared for the association by the Census 
Bureau “makes it clear that concentra- 
tion has fallen slightly in the last 
decade. The first fifty companies in 
1947 produced 48.9 per cent of total 
output and in 1955 produced 44.8 per 
cent of total production. The above 
trends in the shoe industry are prob- 
ably somewhat unique, in that the de- 
cline has occurred without an increase 
in concentration in manufacturing. 

“What then is the reason for this 
decline in the number of companies 
manufacturing shoes? The answer, of 
course, is the historic process of com- 
petition at work. It is this competition 
that has produced the amazing factory 
value in 1956 of $3.68 a pair for all 
shoes—a figure that astonishes most 
people outside the industry. 

“The influence of competition, infla- 
tion and rising costs, the need for more 
capital for expanded operations and 
inventory requirements, changing mar- 
kets, and changes in demand for vari- 
ous types of shoes have, combined with 
many other things, brought about these 
exits from the industry. 

“Will the trend shown in the table 
continue in the future? It seems quite 
likely. In fact, all signs point to a con 


’ 





Promoted to Plant Manager of Hartnett 


Appointment of Woodrow D. Hawbecker, left, as plant manager of the Hartnett 
Tanning Company of Ayer, Mass., has been announced by Kivie Kaplan, president 
and general manager of the firm, who is shown congratulating Mr. Hawbecker on 
his new assignment. Mr. Hawbecker became identified with the Hartnett Com- 
pany as a splitter over eleven years ago, and later became vice-president in 
charge of processing. Mr. Hawbecker is an aggressive young tanning executive, 
and his recent promotion proved a popular one with his tannery associates. 




























tinuation of intense competition. This of event 


is bound to be troublesome to marginal the future 
or high-cost units. The point at which 
this trend will slow down or even halt 


cannot be determined today. changing 


“That is no reason why shoe manu 
facturers should adopt a pessimistic or over the years ahead. These change 
handwringing point of view over thi are taking place simultaneously 
trend. This is the competitive process 
American industry. agement controls. This presents man 


characteristic of 


In many industries the implications are agement with a rather large order. It 
more serious than shoes. The shoe can, however, be met. In spite of the 
industry has a slowly expanding mar- trends shown by thi urvey, man 
ket. Regardless of trends, there is room outstanding 
for all manufacturers operating in the 
industry today. Whether or not all will last decade 
continue depends on how management pens in the 
attacks the problems that confront it man new 
manufacturer in the industry today 


today. 


“This goes back 
stressing for a long over the y 
process in the require good planning and the use of 


NSMA has been 


time. The evolutionary 


shoe industry is 
Changes of one 


coming faster and 





a point that can grow 


increasing its pace. the best management technique In 
or another are th the management services of the 
faster. The tempo Association can be of some help.’ 





will continue t 


facturers keep abreast of development 
and adapt their own businesses to the 
scene will determine their 
growth and possibly their very existence 


factory, in merchandising and in man 


been made in the shoe industry in the 


‘ars ahead. It will, howeve1 








increas¢ in 






The way in which manu 










ly im the 










record of iccess have 






Regardless of what hap 





years ahead, there will be 





record of ucce Any 








ize and financial strength 


























D&K COMPANY, INC. 


438-1 West State 
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try-on socks 


Ithaca, N. Y. 
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G.W. CHESBROUGH, INC. 


797 SMITH STREET - 
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Department Store Gives More 
Space to Men’s Shoes 

ROCHESTER, N. Y.—Sibley, Lindsay 
& Curr Co. has relocated and enlarged 
its men’s shoe department in connec- 
extensive alterations to its 
Men 


Formerly the department occupied a 


tion with 


Store for 
small space opposite men’s furnishings 
Avenue North side of 
The shoe department 
commodious the 
Men, which men’s 
furnishings on side 


on the Clinton 
the 


now 


treet floor 


has a corner of 
adjoins 


and 


Store for 
one 
the other 
chairs, 


sporting 
good on 
Its 14 


plastic, 


upholstered in green 
with nine in the old 
The section is carpeted with 


compare 
location 
has grasscloth in a 
shade covering the walls, and 
woodwork in a gray-green 


gray broadloom, 
neutral 
Chinese 
slain 

There is a small display of shoes on 
shelves at the the 


Stock space has been dou 


plate-gla rear of 
department 
bled and two stockrooms from 
the ale 


operation 


opening 
floor provide a more efficient 
Phil Brandmeier, who buys not only 
but al 
pointed out 


o men’s clothing and 
that the 


men with greater privacy and 


men ho« 


hat new set-up 


pr oV ide 
buying 
before 


distraction § in 
the 
will ce 


freedom from 
footwear than wa 


Phe 


erate a 


case 
denartment mtinue to op 


lipper bar near its old location. 


Bowen & Hull Now Making 

Joyce Line of Men’s Casuals 
PASADENA, CALIF. The firm of 
jowen & Hull, has begun the 


manufacture of the nationally known 
William Joyce line of casual shoes for 


here, 


KIP BOWEN 

a franchise agreement with 
Shoe 

the company in 
exclusively devoted 


men unde: 
the United State 
Hull i 
the United 
to casual footwear for 
President of the 
hip 
William Joyce 
that 


Corporation 
jowen & only 
Stats 
men 

firm i 
the 
Joyce, Inc., 


Pasadena 
general manager of 


Divi 


Bowen, 
ion of 
prior to 


( mpany’s purchase by 








we 


* SAMPLES 
* JOB LOTS 


IDEAL FOR 
Cancellation Stores 
Drive Ins 

Bargain Basements 





ts ote a 7 


STREET NEW 


Addrets Al P 


79.81 READE 





Coble 








One of America’s Finest Resources for 


Branded Shoes- first quality’ 
from outstanding makers 


Celebrating our 
25th Anniversary 


THE NATION’S FINEST 
CANCELLATION SHOES 


YORK 7? N Y 

















WOrth 2.5180 


the U. S. Shoe Corporation in 1954. 
Mr. Bowen was responsible for the 
entire manufacturing and sales opera- 
tions and he had a major share in de- 
signing the Joyce line. 

Most of the same specialized crafts- 
men who made the original William 
Joyce line have been engaged by Bowen 
& Hull to produce the firm’s new line of 
casual footwear. 

Mr. Bowen joined Joyce, Inc., in 1948 
1951 became assis- 
tant general manager. In 1952, 
he became general manager of the Wm. 
Joyce Division in charge of design, 
manufacture, and sales of men’s casual 

The following year William 
men’s and women’s golf shoes 
were introduced. In April, 1954, Bowen 
& Hull was organized for the purpose 
of manufacturing and distributing Wil 
Fletcher Hull 
for the Wm 


as salesman and in 


sales 


hoes. 


Joyce 


liam Joyce golf shoes. 


is a former salesman 


Joyce Division. 


Shoe Store Celebrates Its 
114th Anniversary 
MANCHESTER, N. H. 
Shoe Store at 860 Elm 
New Hampshire’s oldest retail footwear 
establishments, has 114th 


McQuade’s 
Street, one of 


observed its 
anniversary. 

century-plus 
reduced 


In observance of it 
milestone, the store announced 


prices on a number of items. 


Only 20 miles from MILAN 
VIGEVANO JANUARY 5th-14th, 





The most important meeting in the entire European market 
for shoes, leather and machinery 


Boot and Shoe Recorder 











Shoes 


Men’s Shop Adds 


LANSING, MICH. — Completely _re- 
modeled from the outside in, Small’s 


Men’s Shop, 211 S. Washington Ave- 
nue, has added a large shoe depart- 
ment. Carl Wheeler, who has had 46 
years of experience in the shoe busi- 
ness, will manage the new department, 
George J. Clark, president and general 
manager of the store, said. The de- 
partment will carry Florsheim and 
Winthrop shoes. 


Mr. Wheeler comes to Small’s from 
Harryman’s, where he has been em- 
ployed since 1922. He came here that 


where he began his 
career in 1910. 


year from Detroit, 
shoe merchandising 


Stern Selling Crawford Line 
In Three Southern States 


Don R. Shook, 
manager of the 


MATTOON, ILL. sales 
and advertising 
ford Shoe 


trude’s 


Craw 
makers of Ger 


Shoes, here, has 


Company, 


Original Baby 





SOL STERN 


Stern as the Crawford 
entative in Tennessee, Missis- 
Alabama. Mr. Stern is a 


Memphis 


appointed Sol 
repre 
ippi and 


prominent citizen of 


Business Firms Cooperate 
To Establish Parking Lot 


PAWTUCKET, R,. I.—The Pawtucket 
organized a 
known as 


Business Chamber has 


private corporation to be 


Park & Shop Pawtucket, Inc., to pro- 
vide off-street parking for the down- 
town shopping center. It has already 
started a campaign to raise $500,000 


to provide and operate parking areas 
which will serve all parts of the center. 
Within a few days of the formation of 


the corporation, almost $50,000 was 
pledged by downtown business firms. 
This activity is the outcome of spe- 
cial study made by a committee of the 


Chamber. The information compiled by 
that committee has been turned over to 
the Retail Merchants Council, which 
approved the recommendations which 


are now being undertaken 








15 





1956 


December 


elected a 


New Vice-President Named 


By General Shoe Corp. 
NASHVILLE, TENN.—Ben H. Willing 


ham, a sales distribution executive of 
General Shoe Corporation and also a 
member of its board 
corporation 


the November 


of directors, was 
vice-pre ident at 


directors meeting 





BEN H. WILLINGHAM 


been with 
1935. He 


graduat 


Mr. Willingham has 


General Shoe since January, 


joined the soon afte 
ny from Vanderbilt [ 


through numerous 


company 
Iniversity, and 
has risen depart 
ments. He ha 


manager of the 


trative 
| 


been admini 
company’ retal 
coordination, 
Standard 


many 


branch, director of sales 


president of the company’ 
Stores organization composed of 


rations in the southwest and 


and in recent month 


retail ope 
on the west coast, 
has pl 
direction of 


ayed an important part in the 
ome of the company’ 
operations in the New York area. In 
elected to the 


director 


1953 he wa General 


Shoe board of 


Two New Stores Are Opened 
By Edison Brothers 


St. Louis Stores 


Edison Brother 
announced the 


Baker’ 


Inc., have opening of 


two new stores, a in Gadsden, 
Ala., the first in that city, 
ler’s in North Miami 

though the firm operate 
stores in the 


this is its first 


and a Chand 
Fla. Al 
Baker’ 
trading 

there 


seach, 
three 
Miami 
Chandler’ 


greater 
area, 

The store in Gadsden is located in 
the downtown shopping district at 400 


Broad Street. Joe Culotta, former as 


istant manager with Edison Brothe 

has been appointed manager Argle 
Gentry, with headquarters in Birming 
ham, is regional manager 


North Miami 
Hundred Sixt 

t Shopping Plaza. The new 
open type, 1 of 
framed in black granite 
The facade has a width of 51 feet, with 
store depth 142 feet. Manager of the 
Chandler’s  j sob Robert 
Harper is 


The Chandler’s’ in 
Beach is located in the 
Third Stre 
store, of 


pink 


suburban, 
stone 


Dawson 


regional manager 
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SHOW-CARD NEEDS 











DO-IT 
YOURSELF 


Display signs 





w¥LONn 
wore 


with Pre-cut gummed 
paper letters, Numbers 
and Characters. Mois 
ten and Mount 





; cs 





t r~ 

Starter Kit A Z l 0 

2500 Red and Black Letters. 35 of each in 

2 sizes 24° —1'/4" IN DIVIDED CASES 
#0, 000 

Sizes Available $17 95 Satished 
vy" to 6 ° Users 








FRUCHEY SERVICE COMPANY 


Box 4618, Napoleon, Ohio 








JOBS 





WM. CEASAR 


CANCELLATIONS 
COME TO PHILADELPHIA 


YOUR OPPORTUNITY TO BUY SHOES 
AT LOWER PRICES DUE TO 
OUR LOW OVERHEAD 
BEST KNOWN BRANDS IN AMERICA 
MEN'S WOMEN'S CHILDREN'S 


M. L. C. SALES CO. 
48 N. 3rd St. Philadelphia, Pa. 
MArket 7-0823 
MARCUS LUBER 








BOX HANDLERS 





LONG ARMS 
Quicker 
Easier 
Safer 


than any other way to 





Patented 





shoes from high 
ladders Start 
by ordering at least two LONG ARMS today 
Satisfaction guaranteed. Handles: 24 ub 48 
and 60 $350. 72 $4.50. Parcel post prepaid 
in USA Also specify if for men's or 
boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Road Stamford, Conn 


get the 
shelves. No falls from stools or 


womens 


95 
























PRONATOR SHOES® 


for club feet 
prescribed by doctors 

as a supplement to caste in 
mild cases of talipes. 
Made and distributed 


Maurice J. Markell Shoe Co., Inc. 


332 South Broedway . Yonkers, N. Y 


only by: 





JOBS 





For Over 41 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands 


Lowest Prices 


Largest Stocks All Price Ranges 


: 7” 0.4 | r 





MOSINGER-COHN 


1235 Washington $f Lovis 3, Me 








Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 
Y A Ry iS THE NATION'S FINEST 
CANCELLATION SKUES 
79-81- READE SY... N.Y. 7 + WO 2.5180 


ELE 
annual 


GIVE 


THE ARTHRITIS 
AND RHEUMATISM 
FOUNDATION 


What’ 


s New 





Hood Introduces Boot 
For Heavy Duty Wear 
MASS Sportsmen who 
need heavy footwear 
which afford sure footing 
conditions. Many of them 
added advantage in the 
quality of rubber. Both 


WATERTOWN, 
roam the woods 
vith ole 
under all 
also see an 


vaterpl oof 


Features of the “Bushwacker Pac" in- 

clude stretchable ankle and adjustment 

for fit around the calf of the leg, cleated 

crepe outsole and heel, and an outside 
bumper toe cap. 


are combined in the “Bu 
Hood Rub 


Kk ootweal 


ker Pac ntroduced by 
Co., Watertown, Mass., 
The B. F. 


made with 


ision Oo (Goodrich Co 


Phi pa reinforced rib 


vamp and upper, 1s said to resist 


tear of heavy underbrush, 
duty 


ract trom the 


vear and 


4 


neavy construction doe 


comfort and fit 


vith lighter-weignht 


New Line of Soft Pumps Is 
Introduced by Jay 
New Yor! 


It: biainh?) W 
Manu 
P) 1c¢ 


vlove soft 


“Guantis” (glove in 


i introduced by the Jay 
facturing Company at the 


Popular Shoe Show as their new 


ne of pumps to retail at 


$10.95 Acting as commentator at a 


brief runway showing, Sylvia Hamilton 
ummary of the main 


lightness, six 


ave a quick 


features of the new ltine: 
oft toe boxing and soft 
either 
last 


proved 


ounce a pair; 


construction throughout; uppers 


unlined or the Cooper Process; 
iodified 


Jay ° 


tape red toe already 
heels, all 17/8, two-piece and 
up to 10 in several 
elling in 1957, not 
distant fu 


akable; 1Zes 
widths; styles for 


into the 


unbre 
projectio more 
ture 
Styl elec 
and 
given 


hown were customer 


included square, round 
Che last 
use of above 
A variety of up 
patent leather 
calfskin; 


traw and 


tions and 
hell throat line were 
line by trap 
hell line 


included 


i higher 
the low-cut 


per material 


textured and smooth sueded 


pigskin and plushy surface 


nylon straw; a silk print. Colors in 


cluded black; pale with medium beige; 


released by the Hy-Test 


ternational 


patent leather; 
to be neglected; 
impor- 


red suede with black 
pale gray, noted as not 
navy blue, also pointed out as 
very big; turquoise. 
included pin-tucking, a 
throat ornament plus 
a Fair Lady theme; 
sides in the 


combina- 


tant; white as 
Treatments 
ribbon 


noted a 


pleated 
buttons, 
a high with low 
high style Directoire feeling; 
tions of and 
cork 


tongue 
le ather 1 faces colors; 
heels, buil ip and 


textured 


Hand-Crafted Italian Shoes 
Introduced by Cortina 


BROCKTON, MASS After a number 
feeling out the 
, a division of 
Foster Company, Brockton, 
line of hand 


of months of domestic 


market, Cortina Import 
Howard & 


ha ettled upon a broad 


Made on American lasts, this two-eyelet 
black blucher has a hand woven vamp 
plug and quarter of fine strips of calf. 
Overlay is smooth calf. Hand stitching 
is done by skilled Italian seamstresses. 
rafted shoes made in Italy. The firm 


maintains an office Italy which con 


trols quality and oversees air shipment 
nited State All these 


hand details 


of shoes to the [ 
tvle exhibit 


fine, 
Film Stresses Importance 
Of Wearing Safety Shoes 

S1 Lou! \ me 


need for 


motion picture 


howing the wearing safety 


hoes in industrial plants has just been 


division of In- 
Shoe Company 

The 20-minute film, titled “The Mar 
Safety,” is directed to supervi 
According to 
manager of Hy 
Test, the impor 
tance of management support of plant 
This is the second 
movie released by Hy-Test. The 
titled “One Ounce of Safety,” is 


directed at the than 


yin of 
personnel. Norman 
C. Whitsett general 
picture stresses the 
afety program 
afety 
first, 
individual rather 
the superviso1 
available free for show 
d in plant safety 


100, PLEASE] 


Both films are 
to groups interest« 


[TURN TO PAGI 
Recorder 
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SALESMEN WANTED 





SALESMEN WANTED 





SALESMEN WANTED 














OPPORTUNITY! 


We have several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock low priced Juvenile Footwear. 
All open territories are well established. 
6% commission, plus bonus. Write: 
NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Pratt St., Baltimore 1, Md. 











OPPORTUNITY 


E CEEUTIONAT 


in WISCONSIN AND IOWA 
carry trademarked popular i 
Juvenile and Growing Girls’ 
with your Drawing account R 
B 472, Boot and Shoe Recorder, | 
h Street Philadelphia 39, P 
S ESMAN FOR TEXAS AND OKLA 
“ HOMA. High grade Line Slipp« Ca 
May carry our line with 
travel and show line activel Refere 
required SWAN SHOT COM 
IN¢ 001 East Madi St t, B 
Md 





FOR SALE 








SHOE STORE FIXTURES 

And Equipment, Including Attractive 
Modern Natural Wood Trim Sectional 
Shelving for 2,500 pairs of Men’s or 
Women’s Shoes; also the same amount 
with painted trim. This shelving can be 
ioved and set up within a few hours 
sell whole or part at fraction of cost 
Phone: WI.7-7659, or write M. Farmer 
29 West 35th Street, New York City 
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SALESMEN WANTED 


To carry line of 
Cements. Luther Brand, Stock and Make Ups; 
Commission 
non-conflicting Line 
Kentucky, Ohio and Minnesota 
references 


THE KEPNER SCOTT SHOE CO., INC. 


Children's Pre-Welts and 


basis. an be carried with 
Established territories: 
Reply with 





Orwigsburg, Pa. 


SHOE SALESMAN 
Wanted by Manufacturer 


Of Nationally advertised fine line of baby soft 
soles, first steps and walkers Includes strong 
Spring and Summer sellers. Ideal sideline, At 
tractive commission Reply with references 


Reply to Box 868 BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa 




















HELP WANTED 


HELP WANTED 
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ee 


UNUSUAL OPPORTUNITY FOR 


QUALIFIED SALES MANAGER 


The man we want will step into a top management job. He 


will be an 


important part of the team that is today responsible for the growth of one of 


the industry's leading popular priced shoe 
He must have the initiative, experience 


brands. 


and ability to take charge of a 


national sales force and draw on an aggressive advertising and promotion 


program. 
Our people know of this advertisement 


York, address your letter to: 


For an immediate inter 


view if New 


PRESIDENT, Box #873, BOOT and SHOE RECORDER, Chestnut & 56th Streets, Phila. 39, Pa. 
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FOR SALE 
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FOR SALE: THREE ADRIAN XR 
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CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 

20¢ a word 
Minimum (18 words). .$3.60 
Box number, extra. ...$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 

publication date. 


NOTICE: 
Classified Advertising 


is payable in advance 











ORDER 


BOOT AND SHOE RECORDER 


Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


Name (please print) 


Street 


Please check if box No. is Wanted ([] 


City 





BLANK 






State 


Enclosed is Check (1) 
Money Order () 














December 15, 1956 



















POSITIONS WANTED 





N ENGINEER EX 
Width Grader, Thor 


pablie of 


MAN WITH IDs 


MUCTION AND Ot 


A A ORTHOPEDIC 
\ND TECHNICIAN rl 
Boot Re 
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LINE WANTED 























BUY BONDS 








Candy Cane Display Unit 
Designed to Aid Boot Sales 


MISHAWAKA, IND.—A red and white 
striped candy cane display unit to hold 
youngsters’ boots is now being offered 
to retailers by Red Ball Footwear, 
Mishawaka. Consisting of a sturdy 
cardboard tube, varnished to provide 


i. © 
= 


4ARaR 
Sate 


atae 


Individual clamps placed at regular in- 

tervals on all sides of this candy cane 

display unit holds the boots. Unit has 

a flat wire base which makes it prac- 
tically tip-proof. 


eye appeal and extre durability, the 
been custom designed to dis 
play the firm’s Lustre Plyron Boots in 
candy color 


unit ha 


(strawberry, lemon, cara- 
mel and ice white). 

Despite the fact that the bright tur- 
ign atop the stick 
proclaims that it is for Lustre Plyrons, 
the unit can just a 
how other boot 


quot ce bow haped 
readily be used to 


A seri of individual clamps has 
been placed at regular intervals on all 
ides of the unit to hold the boots and 
grive eye balance to the over-all display. 
A flat wire base which comes in two 
pieces and fits snugly into the bottom 
of the cane makes the unit practically 
tip proof. 

Available in two heights, the 3-foot 
unit displays three boots and is suitable 
window, while the 
boots and is made 


for a counter o1 
6-foot unit holds six 
to stand on the floor 


Sam Camitta & Sons Move 
To New Loeation 


NEW YORI Sam Camitta & Son 
has moved to new anJ modern quarter 
at 138 Duane Street, New York. 

In the footwear jobbing field for 
firm conducted busi- 
at 95 Reade 


over 50 yea! tie 
ness for the past 20 y 
Street, New York 
The new quarters occupy a five-story 
building. New equipment, new fixtures 
and better fac’lit'es to accommodate the 


firm’s customers have been installed. 





WANTED TO PURCHASE 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 











MORRIS BAYROFF 


formerly with M & R Shoe Co. 
IS NOW LOCATED AT 
157 DUANE ST., N.Y.C. 
Telephone REctor 2-4249 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 








MERCHANTS’ NEEDS 











ADVERTISING 
GQOTTLUE 


—here's how to get 
More Business! 


HE Vincent Edwards Idea Clipping 
T er e has over 2000 satisfied users 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course 
See@ eee ee ee eeaeaeeaaaanaeeaeaee 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 

City 
Name 


Company 





Boot and Shoe Recorder 


























WANTED TO PURCHASE 





WANTED TO PURCHASE | WANTED TO PURCHASE 








WE PAY MORE fo .au5sc WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 


























B.& R. PAYS THE LIMIT 


CLOSE OUTS 
a COMPLETE SHOE STOCKS 
Phone or wire LEASES ASSUMED 
collect YOUR NAME PROTECTED 


B. & R. SHOE CORP. 
74 READE STREET 
NEW YORK 7, N. Y. 
WOrth 2-6358 







=“vpn 





Ben LaMonica 
Ralph Vogel 























DEAL WITH CONFIDENCE | 
WITH THE ORIGINAL 





TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
| OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: LO 3-9533 







SAM CAMITTA & SONS 









New Address 138 Duane St. 








COrtiandt 7-6378-9 New York 13, N.Y. 





MY HOBBY 
Buying, Selling Shoes for 36 years 


CASH TOP PRICES 


Discontinued stocks 


HARRY HESS 


76 Reade Street New York 7, N. Y 





Foremost Cash Buyers of Fine 
Shoe Jobs Since 1906 | 


Surplus Stocks @ Closeouts © Complete Stocks | 
Your Name and Brand Protected 


























| Telephone: WOrth 2-896! Beekman 3-767! 
Vx PRICES 


SURPLUS SHOES 
CANCELLATIONS 























Come over quick! 
My slow moving 
stock is 

making 







BETTER COMPLETE STORES 
CALL “UNCLE” — see mar ie io 
LOUIS women’s and children’s 






For the answer—phone or write 


LOUIS CAMITTA & SON 
61 READE ST., NEW YORK, N.Y 
WO 2-5063 
formerly with S$. CAMITTA & SONS 


ne Footwear FOR OVER 41 YEARS 


MOSINGER-COHN 


1235 Washington St. Lovis 3, Mo 















| 













lddddddé@B ARIS BUYS for CASHZV7//7/77w7 
Quick decision on your offers of discontinued and 
BARIS 


THE NATION'S FINEST 
CANCELLATION SHOES 






surplus men's, women's and children's shoes. 





Also complete stores considered 
Jobs In Fine Shoes From Fine Sources Since 1931 N 


19-81 Reade St. - New York 7,N.Y. + Tel: WOrth 2-5180 [\ 
MMM 


December 15, 1956 
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FOR CASH 


V Quality Shoes \ Complete Stores 
J CLOSEOUTS OR SURPLUS 
trom Mfr. or Retailer 
Any Quantity . . . Any Time! 


For Quick Action, 
Write, Wire or Phone 


CE 1-4898 CE 1-3762 


QUALITY SHOES SINCE 32 
“WHILE IN TOWN SEE WEIL” 





4 _ 
OO08SSi.. 6: 8ti eee 








WE PAY CASH 
for your 

* SURPLUS STOCK 

* DISCONTINUED LINES 

* CLOSE-OUTS 


Entire Stock or Portion 
High Quality Shoes Preferred 


Ladies’ * Men's * Children's 
31 No. 4th St. 
BARSH & CO. Phila. 6, pa. 


Write or PHONE - MA 7-1666 














ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


157 DUANE ST., NEW YORK, NM. Y. 
RECTOR 2-4170-4171 








for 

« closeouts 

¢ surplus 

¢ discontinued 
lines 


* complete stores 


BROITMAN- 
GAFFIN SHOES 


inc. « BE 3-7290 
146 DUANE ST., N.Y. C. 





HEEL HEIGHT 


RULER 


takes the guess out 
of ordering shoe 
forms. Write for 
yours today! 


— 


No. 95 Fairy 
SHOE FORM 


for open or closed 
toe shoes with heel 
heights from real flat 
to extra high! 





HEEL FITS SHOE 
Flat 8’ to 4/8” 
*Low 8” 8/8” 
*Medium 8” 12/8” 
High Cubon 8” 16/8” 
*High 8 20/8” 
Spike 21/8” to 24/8” 


*Are the most popular heights 











SHOE FORM CO. INC. 
Dept. FR, Auburn, New York 


“Tuile. 





GENTLEMEN 
in the Shoe Trade 


are more and more appreciat- 
ing the old fashioned 
hospitality, the fine atmos- 
phere and the unexcelled 
accommodations of the famous 
Barclay. Air-conditioned 
rooms for your summer 
comfort! The new King's 
Inn for remarkably fine food. 
WRITE FOR NEW BROCHURE 


Lee) ) 
¢ Parnlin 
‘ 4 


11) EAST 48th STREET 
NEW YORK 17, N. Y. 
Tom Kane, General Manager 
A REALTY HOTEL 
Horry M. Anholt, President 


What's New 
[CONTINUED FROM PAGE 96] 


They may be obtained by contacting the 
Hly-Test division of International. 

In “The Margin of Safety”, a plant 
foreman learns the value of safety shoe 
through a series of personal experiences 


As the story opens, the foreman feels 


‘that safety shoes are “just so much 
bunk”. Then an accident occurs in his 
department. Had the worker been wea 
ing steel-capped safety shoes, the mis 
hap could have been prevented. The 
foreman becomes a safety shoe booster. 
Through his efforts and urgings, the 
men in his department come to wear 
protective shoes, As a result, the depart 
ment’s lost time record due to accidents 
is improved. A corresponding improve 
ment in production and efficiency is 
brought about. 


New Silicone Softeners 
Introduced by Dow Corning 


MIDLAND, MicH.—A new line of sili 
cone textile softeners, designed for use 
alone or as an ingredient in resin finish- 
ing baths, has been introduced by the 
Dow Corning Corporation, producers of 
Syl-mer and Sylflex silicone finishes for 
textiles and leather. 

The new softeners, trade-named “Sy! 
Soft,” are water dilutable emulsions of 
reactive silicone fluids. As little as one 
or two per cent of the emulsion is 
needed to give processed fabrics a softer 
hand, improved tear resistance and sew 
ability, according to Dow Corning chem 
sts. 


Two New Family Shoe Stores 
Are Opened by Thom McAn 


New YorkK-—-Thom McAn has opened 
two family shoe stores and expanded 
an existing men’s and boys’ store to 
full family operation. The stores are 
located in Houston, Tex., Massapequa 
Park, N. Y., and Santa Monica, Calif. 

The Houston store is operated by a 
local company, Woodland Acres Thom 
McAn, Inc., and managed by James W. 
Elli It is located in the Woodland 
Acre Shopping Center on Federal 
Road 

The new store in Massapequa Park 
is managed by Paul Gebler, who has 
been manager of a Thom McAn family 
shoe store in Hempstead, N. Y. The 
tore is part of the new Bar Harbour 
Shopping Center and is the fifth new 
Thom McAn store to open in Nassau 
County this year. It also is operated 
by a local company, Bar Harbour 
(N. Y.) Thom McAn, Ine 

The store at 1222-24 Third Street in 
Santa Monica has been enlarged and 
redecorated and is managed by Irving 
Aronson. Aronson has been managing 
a Thom McAn family shoe store in 
Pomona, Calif. 


The Label with 
a Pedigree 


@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


“trade mark 


R86 


= SHOES 


&° that — 4 


ep ie 


on tones 


RiePL LE: $' | | a 
RIPPLE SOLE DIVISION 


BEEBE RUBBER COMPANY 


NASHUA NEW HAMPSHIRE 








BUY BONDS 
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Acme Boot Companys 14 
Allied Kid Company 28 
American Girl Shoe 2 
American Juniors Shoe Co 23 
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Green Shoe Mfg. Cs Back Cover 
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Kings Footwear Co 


Kreider A. S., & Son Co 


Lawrence 








Levor, G & Co In« 
Inc 





Sandal 


Arm 


Lion 





Long 


Markell, Maurice 
Milwaukee Chair Co 
MLC Sales 

Modern Orthopedi 


Mosinger-Cohn Co 96 


Shoe Co 


Appliance Co., Ine 





Nashua Footwear Co 


Ohio Leather Co 


Parents’ Magazine 
Pierce, C. S., Co 


Shoe Co 


Potvin, R. J 


Quinn & Delbert Boot and Shoe Mfe 
Co 


Donnely Co 


tomito 


Ros A. H., & Sons 
Sabin, B 

Sebago-Moc Co 

Shoe Form Co., In¢ 
Step Master Shoes, In 
Taylor, Thoma & Son 


Thonet Industrie J rie 


United Shoe Machinery Cory 


Celasti 

Hub Adhesives 

Service Part 

Shanl 
Va | té hoe ¢ Ir 

Fr 

Virvinia Oak Tanners ale ( ry 
Wei M. kK Shoe Cs 


Yankee noemaket 


A. C., Leather Co 18, 
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Saddle up for profit. . . 


WITH 

GODING 

WESTERN 
BOOTS 

















































Saddle up, Mr. Dealer, and 


join the stampede to the cas- 
ual comfort of western wear. 
Saddle up for profit... by 
having the right merchandise 
to meet the demand. 
The right 
Goding Western Boots, like 


the style shown here. They're 


merchandise — is 


all Goodyear Welt Construc- 
tion, built to exacting specifi- 
cations, riding heels or walk- 
ing heels, all colors, and sizes 
to fit every cowboy or cowgirl! 
in the family delivering 


more style and more wear 


for less money . with a full 


mark-up for you. 
Write today for free 


full-color catalog of the 


entire Goding Line 


* 
GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 
































THE PURCHASING AGENT 


...and the SHANKS in his 


When footwear designs have been approved, when production 
plans are being made... the PA’s big job begins. 
He’s part of a team... he helps to execute the work of the 
stylist... and must satisfy manufacturing requirements. That’s 
why each component of the new shoe must be right . for the shoe 
for production. And all this at a price that will not boost 
the final cost-per-pair 
Quite a few factory Purchasing Agents with sharp eyes for 
real value have found that it pays to consult United on their 
shank problems. A well fitted, well made shank is the backbone 
of the shoe, helping to maintain shoe lines and minimizing 


the annoyance of returns 


VITA-TEMPERED STEEL SHANKS 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


Boot and Shoe Recorder 





contact my personal sales representative 


for shoes of 
‘~ 


genuine Australian 


qaroo 


IN STOCK 


4 to 5 weeks delivery 





boston shoe company 


826 SOUTH LOS ANGELES STREET 


LOS ANGELES, CALIFORNIA 


Also a complete line of fine conve 
tional genuine Kangaroo ¢ 
sole boots and oxfore 

EK and EEE widths fe 


delivery. 


BOSTON SHOE COMPANY 


6826 SO. LOS ANGELES ST. + LOS ANGELES, CALIFORNIA - 





